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Next Week 
You Will Find 


in “The Recorder” 


“Share the sale through turnover” 


is about as far as we think the shoe 
store should go in Walter Teagle’s cam- 
paign to “spread the work.” Some in- 
dustries can divide the work by piece 
and hour, but in the shoe store it is not 
practical for customer and fitter to for- 
get their friendships. 


One store has made “share the work” 
a means of cutting the wage, for a 
mid-day shift of four hours gives to 
the clerk but $1 a day in recompense. 
This is virtually exploitation of labor, 
for the four hour period covers the 
pressure-selling hours of the day. Far 
better to establish a commission quota 
so that he who sells may earn. 


We will tell how a store can share 
the responsibility of getting new cus- 
tomers and new trade by accelerating 
the points of contact, and increasing 
the desires for shoes. New business 
will stimulate progress and we will tell 
why shoe money should be first money 
out of the wage envelope in the winter 
weeks ahead. 


Winter sports have their place in 
footwear selling and a new approach to 
the sale of specialties for gifts and for 


‘ use will be of interest to all stores 


above the “frost line.” 
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SHOE COMPANY 


Announces... 

















a new and larger stock department, 
containing a wide range of fast selling styles 
Petes he Ce bbotsmmece) ue Conis-bolle) 4co) ack Mmr-veloMebdotamyotsdete 
oxfords in both Patent and Dull for the ap- 
proaching holiday trade. Two new Dr. Case 
Arch Spring styles have also been added. 

All shoes are now made with the patented 
STA-SMOOTH innersole. These innersoles will 
not crack, curl or burn! They appeal to cus- 
tomers on sight, and prove their merit by wear. 


COMPLETE MERCHANDISING 
assistance, National advertising, advertising 
helps, and window and counter displays are 
supplied to further the sale of this new line of 
in-stock and made-to-order PECK Shoes. 
Extra features and extra value insures 
| DDS 0. ae od 540) we Rn co ac t-0 0 oo) aD od 1 8 5 
Nee) (0108 8s GR) (6) De 
Send for catalog of these quality shoes witha 

proven feature made to retail from 

$6.50 to $10. 


THE PECK SHOE COMPANY 
WORCESTER, MASS. 


This is the STA-SMOOTH 


The innersole, the amazing fea- 
ture built into every PECK 
N) s (0) Oemme Gambestttbehe)i(ammaeyee 


WITH THE fort at no extra cost. 


STA-SMOOTH 
INNERSOLE 
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The VOICE of the TRADE 


The best stories 


out of the Styles Conference were 
told by A. H. Geuting and Kath- 
leen Howard. 

President Geuting endeavored to 
keep the orators of the trade from 
talking too long. He told of an 
American visiting Edinburg Uni- 
versity. He asked how long he 
should make his address. The dean 
of the university replied: “You 
can’t save souls after twenty min- 
utes of oratory.” © 


Miss Howard contributed the fol- 
lowing: “Someone asked George 
Bernard Shaw what he thought 
was the most important thing in 
the world. He said there was only 
one answer—‘Youth. And what a 
pity, it is wasted on young peo- 
ple.’ ” 

Amos Parrish told the story of a 
teacher of arithmetic in a western 
town who had traveled abroad this 
last summer. One of the first 
problems that she gave her new 
class was: “The steamship I re- 
turned on was 700 ft. long and 
100 ft. wide—how old am I?” 
Not a child in the room could 
answer it until little Johnny raised 
his hand and said: “You are 44 
years old teacher.” “How did you 
figure it out?” Johnny—“Well, 
teacher, my half-wit brother is 
twenty-two years old and he’s only 


half crazy.” 
* * * 


Soft water 


makes good shoes. What shoe 


“of Surpass 


man ever thought that water has 
anything to do with footwear? 
Let the tanner tell him. 

Rain water, nature’s purest, 
makes the best leather. If min- 


eral water, which is hard, made - 


the best leather, some tanners 
would use it—be the price as it 
may. Tanners already are spend- 
ing millions to soften water. Any 
housekeeper, if she’s the old fash- 
ioned sort, can tell why soft water 
is best for washing clothes. The 
same reasons apply to the tanning 
of leather. Soft water, and tan- 
ners use millions of gallons daily, 
enables them to produce clean 
leather, of finer colors. 
* * * 


Harold G. Connett, 


Leather Co., was 
elected chairman of the Goat and 
Cabretta Division of Tanners’ 
Council of America at the annual 


meeting of the group in the Man- 
ufacturers & Bankers Club, Phila- 
delphia, recently. He succeeds 
Laird H. Simons of William Amer 
Company, who concludes 30 years 
of continuous service as an officer 
in the national trade association of 
producgrs of kid leather. 
* ok * 


_o- one 
and one-half cents per 100 Ib. re- 
duction in shipping rates was an- 
nounced by the Merchants & Min- 
ers Transportation Company be- 


tween Boston and vicinity to Phil- 
adelphia territory. Now is the time 
to compare shipping rates, via rail, 
water, express truck and parcel 


post. 
* * 


, , 
One pair 


every two years, or one-half a pair 
each year—that’s the average rate 
of consumption of footwear in 
Russia, according to a recent U. S. 
Consular report. About three 


Ts Wt ee 


pair a year is the American rate. 
The Soviet has increased its out- 
put of shoes from 3,360,000 pairs 
in 1921 to 67,700,000 pairs in 1931. 
a sizable gain? Employment of 
shoemakers during the same pe- 
riod, increased from 11,850 to 
18,000. The average production in 
Soviet factories is 1.8 pairs per 
worker per day. 


* * * 


A few samples 


of slide fasten overshoes do not 
“competition make.” We were 
somewhat misinformed as to slide 
fasten rubber footwear being 
landed at a ridiculously low price. 
The truth of the matter is that the 
cost of the slide fastener alone in 
any country would make the price 
such that it could not be sold on 
the 10 cent and 20 cent counters. 

But the menace of sub-wage 
rubber footwear is such that it is 
to be hoped that the Anti Dump- 


ing Act wil! he made permanent. 


















Shoe store rents 
6 per cent to 8 per cent! The Na- 
tional Association of Real Estate 
Boards has prepared a table show- 
ing the percentage of rent various 
types of retail store establishments 
can pay. Shoe stores 6 to 8 per 
cent; haberdashery, hosiery, mil- 
linery, trunks and leather goods 
stotes 10 to 12 per cent; men’s 
clothing, women’s cloaks, suits and 
furnishings stores 6 to 8 per cent ; 
department stores 3 to 4 per cent. 
4.6 


7 ack” Leary, 


formerly known as John J. Leary, 
Jr., has been elected a member 
ber of the Royal Economic Socie- 
ty of London, England, and that’s 


‘an honor for a man who started . 


life by making shoes at the bench 
in a factory of Lynn. He reported 
the great Lynn fire, “Tom” An- 
derson—now secretary of the New 
England Shoe and Leather As- 
sociation—being a comrade in this 
feat of journalism. From this 
start in the newspaper field, he 
became labor editor of the New 
York World, won the Pulitzer 
prize for excellence in reporting, 
dealing chiefly with labor mat- 
ters about the nation. Last year, 


he went to Europe to make a study 
of the labor situation there, so 
doing as a representative of the 


U: S. government. 
* * * 





H + Gordon Selfridge, 


the great.merchant operating his 
internationally known store in 
London, sends to each and every 
member of the staff, the following 
note : 

“We have introduced this morn- 
ing a new bit of enthusiasm, and 
I hope every member of the Staff 
will act as a representative of that 
enthusiasm. “We have had this 
badge made, ‘We Are All Opti- 
mists,’ which I should like to have 
each Member of the Staff wear, 
as I am wearing it. When a cus- 
tomer enquifes as to what it means 








ES 





sie 
oy 
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PRICE CUTTING 


—We are all suffering, in one way or an- 
other, from the fact that many manu- 
facturers are selling goods below the cost 
of production. 

—A survey recently made to discover the 
reasons for this nefarious practice un- 
covered much interesting data. 

—One of the outstanding causes was found 
to be: “lack of sales protection resulting 
from inadequate advertising, sales pro- 
motion, sales operation.” 

—Advertisers in the Boot and Shoe Recorder 
have been notably free from this price- 
cutting mania, have upheld quality and 
have, in most cases, been able to show a 
profit on their operations. 

—Moral: Patronize the concern that has 
the courage and confidence to advertise 


its wares and prices openly, rather than - 


to juggle prices secretly behind closed 
doors. 


Sact ay omy 


President. 





we can say that for some days we, 
in this house, have been feeling a 
change in sentiment on the part 
of the great public. 

“Some few days ago we an- 
nounced that there was ‘quite defi- 
nitely a more optimistic atmos- 
phere.’ Since this announcement 
the feeling of returning confidence 
and optimistic atmosphere has 
spread steadily—each day more 
and more visitors come to Self- 
ridge’s and the store is busier now 
than we have seen it for months 
past. Why not visit Selfridge’s 
tomorrow and partake of this ex- 
hilarating atmosphere of opti- 
mism ? 

“Let us then do our share 
towards inspiring the great public 
with a little more optimism and 
relieving them of that feeling of 
pessimism which has existed now 


for so long.” 
a 


Beads on bows! 
How do they get that way? Well, 
a bit of a story comes from old 
Newburyport, where they make 
bows to trim pumps. Many of these 
are made hy women who work at 
home, spare time, or sort of knit- 
ting work. Into a saucer they 


dump a lot of little. beads. Then 
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they push the point of a wire into 
the beads, and pick up as many of 
them as they can. They repeat 
the operation until the wire is 
strung with beads. One day it oc- 
curred to some bright person to 
put the saucer of beads on the turn 
table of the graphophone and have 
it turn the beads against the point 
of the wire. From this idea was 
developed the machine for string- 
ing beads on wires by the thou- 
sands. And that’s how it hap- 
pens that bows are trimmed with 


beads. 
xk * x 


Rute Metz 
of Chicago wanted to attend the 
Styles Conference so much that he 
jumped a plane and was in the 
meeting in the Hotel Astor, N. Y., 
within seven hours and forty min- 
utes, point to point—with slightly 
over six hours in the air. What 
progress we have seen in 14 years 
since Max Miller flew a biplane 
from the Chicago waterfront to 
the New York landing field with 
passenger and mail in 23 hours 
and 47 minutes! Rube comments 
that footwear has not progressed 


as much. 
* * x 


Ca P. Ortlund 


who is chairman of the Insurance 
Committee of the Iowa National 
Shoe Travelers Association, and 
who represents the Freeman Shoe 





Company on the road, last week 
returned with his samples and 
placed his car in the garage. Be- 
lieve it or not—but that night the 
entire car and samples were de- 
stroyed by fire. 

On Monday morning, he was 
out again with a new line of sam- 
ples and a new car. 

* * * 


Fiashes from Boston! 
Thayer, McNeil presents Wales 
and brogue oxfords and sport 
pumps, of substantial calf, and 
welted soles of leather or rubber, 
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for wear to the football games in 
the Harvard stadium. 

Hanan shows sandals of gold 
and silver, the vamps being of trel- 
lises open down the toes—no 
boxes or tips at all. 

Filene featured in its leather 
goods departments shoes and bags 
to match of alligator or lizard; 
also letters of nickel or brass to 
initial the bags—but nothing like 
that for shoes. 

London models and _ Scotch 
leathers are played for a winning 
combination in a high class men’s 
store. 

Sock linings of silver, in dance 
sandals, are pinked and double per- 
forated all around the edges. 
Sock linings are getting to be 
more and more items of interior 
decorations of shoes. 

Two thousand different kinds 
of fancy leather-are in the Boston 
market. Plenty to pick from. 

“If anybody asks for a vamp of 
more than three inches, it’s some- 
thing unusual,” says a Boston de- 
signer. “Less than three inches 


is what is most often wanted.” 
* * * 











© midins Frederick, 


author of “Selling Mrs. Con- 
sumer,” spoke before the Fashion 
Group in New York last week and 
said: 

“There are five great deficiencies 
in present retailing and Mrs. Con- 
sumer would again like to regard 
the retailer as an information bu- 
reau of what is the latest and most 
perfect in every line of goods she 
buys. 

“Mrs. Consumer resents, first, 
the fact that all lines of retailing 
have so universally gone robot. 
She has revolted at the extreme 
mechanistic turn taken by retail 
distribution, while the essential 
and human ingredients of mer- 
chandising have been so utterly 
neglected and so lamentably over- 
looked. 

“Secondly, she resents the over- 
emphasis on price, unwarranted 
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and ballyhoo featuring of bar- 
gains, ‘baits,’ etc., to induce her 
to enter the store. Misleading and 
exaggerated price statements. 

“She resents, third, the limited 
stocks, narrow range of assort- 
ment and sizes, unsatisfactory dis- 
tribution of new goods, partic- 
ularly of trademarked merchan- 
dise. 

“Fourth, the unintelligent, in- 
adequately trained or informed 
personnel or sales force. My voice 
tries to sink every atom of drama 
into that point. 

“Next, failure to practice sug- 
gestive selling and creative mer- 
chandising in relation to consumer 
problems. 

“And last, inefficient store lay- 
out, crowding, over-extension of 
store size—you really don’t know 
where you are—failure to or- 
ganize departments on some basis 
which is explained to or under- 
stood by the plain dumbbell Mrs. 
Consumer, whom I represent.” 


t * * 
M. E. Tobias 


of Pincus & Tobias, Inc., Brook- 
lyn, was a constant source of ref- 
erence during the Styles Confer- 
ence, where his broad experience 
and practical deductions- on in- 
volved style questions contributed 
to the final recommendations clear, 
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concise and helpful pointers. It 
was a constant forward pass from 
McNeil to Tobias, to Holden to 
Spangler. 

It was encouraging to hear 
Manny say: “I don’t believe we 
should recommend something 
which we know through past ex- 
perience has proved hazardous for 
the retail merchant. I strongly op- 
pose our adopting the proposal for 
off-colors for late Spring.” His 
interest in the N. S. R. A. styles 
conference was increased by the 
responsibility of leadership, as 
chairman of the National Shoe 
Travelers Association Committee. 

“Every salesman,” he says, “is 
interested in orderly planning of 
style footwear.” 

toe 


BarcaIN 


is a most common word, found in 
most every store, and a most 
abused word—tacked onto most 
every sale these days. Bargain 
means the exchange of values— 
and value is something that’s 
worth something. It means the ex- 
change of property for property, 
of goods for cash, or services for 
money, etc. It does not mean giv- 
ing or taking something for noth- 
ing. It should be a trade, or ‘a 
barter, advantageous to both 
parties. 








DAMN THE TORPEDOES- 
GO AHEAD ite 
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As They See the Coming Styles 


First Flash on Palm Beach and Southern Fashions For 


Spring Revealed at Style Meeting, When Fashionists 
Present Composite Picture of Future Style Trend 





A broad composite picture of 
women’s fashions for Spring and Summer, with 
special reference to their application to footwear, was 
drawn by the style authorities and fashionists who 
participated in the Spring style meeting of the Na- 
tional Shoe Retailers’ Association at Hotel Astor, 
Oct. 31 and Nov. 1. Among the speakers were 
stylists for various leather tanners and groups in the 
industry, also representatives of fashion magazines, 
who gave the latest information from their style 
sources in Paris. 

The Paris outlook for Spring and Summer shoes 
was told in a cablegram which Miss Kathleen How- 
ard, fashion editor of Harper's Bazaar, received 
from her office there. This cablegram gave the foot- 
wear forecast as follows: 

“For Summer: Sports shoes featuring reddish 
brown tones in calf. For early Spring, feeling for 
side fastening and decoration, such as buckles and 
offside straps. For later Spring, combination sandal 
and pump expected to be strong, also little oxfords 
with cut-out effects, not on vamp, but on saddle. 

“Expected development in fine work, such as pin 
tucks and even finely plaited kid inserts. From 
England comes new kid like diagonal corduroy with 


one shiny and one dull rib. Marouf developing new. 


finish, neither patent nor glace, but between the two. 
Costa using more glace than patent for high fashion 
on account of the cheapness of patent, but glace 
rather dull in finish. 

“Shoes worn by important women continue ex- 
tremely simple, with black and darker browns as 
color leaders, according to costume. Everyone 
watching gray, which is creeping into costumes, but 
so far not developing to any appreciable extent in 
footwear as considered unbecoming to foot.” 

Following are some expressions from fashionists 
and style observers who participated in the discus- 
sions : 


Miss ELizABETH AMBROSE, New Castle Leather 
Co.: There is a distinct feeling toward a lighter 
shoe for the Spring. I think it will begin very early 
because we have all found while the brown acces- 
sories are the smartest thing with light clothes and 
everything for some time, that from a merchandising 
point we get better business if we induce people to 
go into dark shoes during the Winter, then into a 
season of light shoes, and beige and brown mixtures, 
and then the white season. The stage is more set 
for it this year than for some time because you have 
neutrals coming in and in ready-to-wear beige is an 
important factor. Gray, also. Both of those more 
important than they have been for some time. 

Certainly from March on, the first of March and 
the last of February, you are going to get action on 
navy blue. I am talking the North, not the South. 
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because navy blue clothes are still good. The hya- 
cinth blues are a very important range and, impor- 
tant more than anything else, I don’t think anybody 
got stuck on navy blue shoes last year. You bought 





and sold them nicely and are in a mood to buy them 
and explain them from a fashion point. There is no 
reason against them. 

So, those before Easter are the three things: 
black, brown and beige, and in beige shoes your 
darker beiges especially, and your navy blue. After 
Easter you are going to get lighter beiges and white, 
and, of course, your white probably will come in just 
as early as it did last year, and be just as big. There 
is nothing against it and so it will come in. 


The question of gray is a very 
interesting one. As you all know, gray clothes have 
been very much emphasized this Winter. Some gray 
shoes have been sold. You are all going to sell a little 
gray, but I think it is something to be pretty careful 
about. There is not room, really, for a big volume on 
black, on brown, on beige, on navy and on gray, and I 
think the thing you will get the least volume on is 
gray. It seems to me it is very likely to be somewhat 
stronger than Burgundy this Fall, but not a great 
deal stronger. It is something you have to have and 
show and play with according to your lights. 

Now, in the South the story is the same except 
your season begins earlier. You begin your beige 
to brown right away. I have checked with several 
very important Southern retailers, who have told me 
that even in January and February they began to 
sell white shoes; and all whites at that. As far as I 
can see you get your light shoes, and your white 
shoes, and your navy shoes in the first two months 
of the year in the South, which we get around here 
later, at Easter, and I suggest you all watch very 
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carefully what happens in California and Texas, par- 
ticularly on beige shoes. I think that those two mar- 
kets furnish the most valuable check you can get for 
your Northern buying later in the year. 

Miss ELizABETH PENROSE, Vogue: We _ both 
have a feeling that what this conference likes to hear 
from Vogue has more to do with the clothes that we 
think will be worn this Spring than with the shoes. 
After all, every one of you present knows a great 
deal more about shoes than we do, and if we give 
you somewhat our impression of what the clothes 
will look like, you can draw your own conclusions 
about shoes. 

What we did was to take to date the cables that we 
had on the Paris openings, and to more or less ana- 
lyze the brief high points to see which way the wind 
was blowing in the matter of the silhouette in dresses. 

Now, out of reports from fourteen couturiers on 
the silhouette, we discover that seven of them indi- 
cate a straighter and a slimmer line in clothes, and 
the other seven more or less retain the molded feel- 
ing of the present silhouette, so I should say that the 
conclusion from that would be that clothes are chang- 
ing more simply, but that the change will be a subtle 
one, it won’t be an abrupt transition from a very 
molded dress into a very straight, slim one. 

In the matter of skirt lengths out of reports from 
eleven couturiers, we find that eight of them are not 
changing the skirt length, it remaining the same. 
The remaining three are shortening the daytime 
skirts slightly. 


















Miss Marian TraBueE, Vogue: I thought that 
they might be interested in hearing the cable from 
Schiaparelli’s collection, because Schiaparelli has in- 
fluenced fashion, and we believe will influence fashion 
for Spring more than any other designer. She has a 
fresh, youthful quality in her silhouette that will be 
very much followed everywhere. Therefore, I thought 
I would read that cable: [TURN TO PAGE 40, PLEASE] 








16 


Boot AND SHOE RECORDER 
combining THE SHoE RETAILER, Nov. 12, 1932 


How Gude's Plan for Seasonal 


Here is a definite merchandising program prepared at the start of 
a season which is co-ordinated with store promotions in offering 
effective sales presentation 


A merchandising program designed 
to sell style in shoes at a moderate price without 
sacrificing quality is the policy followed by Al. Gude, 
veteran shoe merchant, in his two Los Angeles stores. 

Advertising, window displays and promotions are 
coordinated to dramatize this point and to impress 
the public with the type of store and class of mer- 
chandise to be had therein. The style angle is evi- 
dent behind the lines also, being carried into the 
ranks of Gude employees through a semi-annual fash- 
ion clinic and show arranged for their benefit. 

Back of all this however, is a well-defined plan 
prepared by the merchandising division and approved 
by Mr. Gude before the season is under way; in fact 
at the time the shoes are purchased. In this plan 
consideration is given to: 


1. Prices to be featured. 

2. Patterns to be exploited. 

3. Colors and materials to be promoted. 

4. Fashion highlights selected for dramatization 
(such as the dressmaker touches, the high 
front, bows and stitching, which Gude is ac- 
centing this season in conformance with fash- 
ion dictates). 


“From this layout,” said P. V. Kirsh, merchandise 
manager, “our advertising schedule and copy are 
planned. In addition, after the inception of the sea- 
son, a fashion chart is laid out for our own guidance.” 

So closely does footwear at Gude’s tie-in with 
fashion features of the season that Spring style notes 
are being gathered now and attention is being given to 
prospective numbers which may require building up. 

“Most important,” declares Mr. Kirsch, “is the 
fact that Gude’s sells fashion to its customers.” Ad- 
vertisements are written first from a merchandising 
slant, then turned over to the advertising department 
under Mrs. Ruth Hamilton for copyrighting, layout 
and artwork. Fashion points sighted in the first draft 
are incorporated in the finished product. 

Another important angle in Gude advertising is the 
consistent repetition of the statement, “The standard 
of quality stands,” though prices are lower. “Experi- 
ence has proven,” says this shoe merchandiser,” that 
there is a definite comeback on the part of our cus- 
tomers for quality merchandise.” 

Windows dramatize fashion footwear, smart shoes 











No shoe man can afford to miss’ this practical plan of 
Gude’s, Los Angeles, California, one of the outstanding 
shoe stores in America who have successfully lifted the 
store out of the price class into the quality group. 


“Shoe merchants of today must have the keenest 
practical knowledge of fashions and trends in costume 
development as well as footwear for one complements 
the other,” says P. V. Kirsh, merchandising manager of 
the store. “It is this knowledge and its application in 
the form of fashion service to the customer that will 
lift the independent dealer out of the price class into 
the quality group.” 











that women like to possess rather than price. This 
is a year ‘round policy at Gude’s. The test of this 
program is in repeat business and maintenance of 
sales. 

“Shoe merchants of today must have the keenest 
practical knowledge of fashions and trends in cos- 
tume development as well as in footwear, for one 
complements the other,” declares merchandiser Kirsh. 
The independent shoe dealer, he says, must compete 
with shoe sections in department stores which have 
at their disposal vast facilities for fashion research. 
“Tt is this knowledge and its application in the form 
of fashion service to the customer that will lift the 
independent dealer out of the price class into the 
quality group.” 
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Shoe Sty |e Cubs ~~~ 


In the Rose Shop 


p romot on S | Picked as Winners these Smartly Styled New 


Spectator Oxfords 











@ by Young Modems for wear with their 
new Fall Tailleur at the opening of the 
Footboll Season — priced at 
Gude’s fashion chart, designed for use in its 
advertising and merchandising program, is drawn 00 é 


up to cover both wearing apparel and footwear. 
On one side appears the leading costume fabrics 
in the silk and woolen family, colors, divided into 
those representing volume business and those con- 
sidered as high fashion for day and evening. In 
the shoe forecast, likewise, are charted important 
fabrics, color, and style notes to be accented in 
promotions via the printed word. 

Gude’s customer control is another means of 
charting seasonal progress, since from it cus- 
tomer preference as to colors, patterns and styles 
generally are determined. Shoe News —for 

Discussing the store’s advertising, Mrs. Hamil- Smart Feet 
ton, who handles the copy, layout and artwork ‘citi iiiiitaen tata 
herself, says, “our aim is to educate customers to 
rely upon Gude’s for fashion correctness in foot- 
wear. We believe in selling shoes by dramatiz- 
ing them from a fashion and quality angle. Wo- 
men are more interested in style advertising than 
in institutional copy. For years they have been 
sold on Gude quality. Now they want to know 
of Gude’s fashion knowledge, so we tell them 
simply and truthfully, selling them on the idea 
that we know fashions generally as well as shoe 
styles in relation to costume harmony.” 

A glance at some of the accompanying repro- 
ductions discloses these points. The advertise- 
ments are authorative and informative and what 
is more sell the numbers illustrated. The store 
reports more customer re-action from advertising 

[TURN TO PAGE 48, PLEASE] 


@ new low price in the Rose Shop. 














725 South Broadway 
(Main Floor) 











‘The new “Stubby Toe” high cut pump. Holl of this in- 
teresting shoe is foshioned of potent, the other holf 
swede. Colors, block or brownwood. 


























These ads are excel- 
lently co-ordinated in 
appearance and effec- 
tiveness of copy. They 





Hi-front pump, with roll back trim of lizord ond 
patent. Fashioned of suede ond kid in black 
or dusk brown, 





Yes — Quality has once more be- 
come a Fashion—and these shoes 
are as smart as the Chic young 
women who will wear them. 





Sraeananeae ’ 
besa sell forcefully Gude’s 
See fashion knowledge, and teemyehenreverbataasios 
. Palette style as it relates to won te od ond - 
correct texture 
fentweer. ity, 08 Gude's Hosiery is bought to 
complement Gude's Shoes. 








GOOD SHOES AND HOSIERY 











New Deal for Men in Summer Shoes 


Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov. 12, 1932 


Industry Hears Five Point Program Outlined with Ob- 
jective of Increasing Sales and Profit—Constructive 


Co-operation with Men's Clothing Industry Urged 


A five-point program for men’s shoe 
promotion through style for the coming Spring. and 
Summer season was outlined by Jesse Adler, promi- 
nent New York merchant, at the N. S. R. A. styles 
conference held Oct. 31 and Nov. 1 in New York. 


Other recognized style authorities in the men’s 
shoe and men’s apparel fields gave expression to 
their views, and the outcome was the formulation of 
a plan for a vigorous promotion of the men’s shoe 
business through emphasis on types of men’s shoes 
definitely designed for Summer wear. 

JessE ADLER: What is my definition of a Summer 
shoe? Well, in my opinion there are five points to 
be considered in building a special shoe for Sum- 
mer wear. These are: 

1. Weight: It stands to reason that a Summer shoe 
should be of lighter weight than the average, if we 
are to create a distinction between types of foot- 
wear for the various seasons of the year. Yet I 
cannot warn the industry too strongly against the 
terms “lightweight” or “featherweight” in this con- 
nection. Both of these terms have been definitely 
proved to have a bad consumer reaction, since they 
convey the idea of a limitation of the wearing quali- 
ties of the shoe. “Summer shoes” or “Summer 
footwear” should be the generic-term used by the 
industry in describing such merchandise. 

2. Construction: A special Summer shoe should 





be of softer construction than the average, to be in 
harmony with the type of clothing with which it 
would be worn and to give the maximum amount of 
comfort. 

3. Ventilation: This has already been proved an 
important factor in the merchandising of Summer 
footwear, and will unquestionably prove a. still 
greater factor in the future, when the industry gets 
behind the idea of a special shoe for Summer 
months. 

4. Color: By all means the industry should pro- 
mote tan or brown shoes for special Summer foot- 
wear. Not only do these colors look better with 
almost any type of Summer suit a man is likely to 


“=~ wear, but from a purely selfish standpoint it is to 


our interest to promote the use of tan or brown in 
order to cut down the tremendous ratio of black to 
tan that now exists. 

5. Comfort: The sum of all the previous points 
should be increased comfort for the wearer, the type 
of comfort which a man achieves when he slips into 
a seersucker suit. If we can give our customers that 
type of shoe comfort during Summer months at a 
nominal cost, we should have no difficulty in putting 
an additional pair of shoes onto the feet of millions 
of men next Summer. 

Wituiam H. WerntrAvuB: The white shoe is not 
through by any means. It is still being worn. But 
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the combination, black and white, and brown and 
white shoe, is no longer going to be popular with all 
sorts of perforations because of the difficulty of 
cleaning. The fewer the perforations, and the easier 
from a cleaning standpoint, the more readily they 





are going to be accepted and the bigger is the sale 
of them going to be. 

Mr. SHAFFLER: There have been tremendous 
strides made in the furtherance of the Summer sports 
shoe idea. This is traceable to the fact that some of 
the leading sources have more or less dictated what 
the men have done in the way of wearing the white 
buckskin shoe, white shoes trimmed with brown or 
black leathers and all those types of shoes. 

I think that one idea that is very worthy of your 
consideration is that of the white shoe. Men in the 
past have really not had a suitable shoe for wear with 
their Summer suit. You have probably seen men on the 
streets of New York wearing linen suits or very light 
white Summer suits and you looked at their shoes 
and you found they had fairly heavy-looking shoes, 
which is not in keeping with the trend toward lighter 
weight shoes. It seems to me that this situation could 
be very well capitalized by promoting shoes not only 
as to color and shape, but as to weight, and that men 
would very readily respond to the promotion of the 
very light white shoe. 

Mr. WEINTRAUB: If you try to wear an all-white 
shoe, for example, with a dark coat and light trousers, 
the all-white shoe looks out of place, to my mind, 
because the man looks as though he has no shoes on 
from a distance. 

Mr. KronueIm: George Hess of Baltimore said 
to me a moment ago that last year, when I emphasized 
here so emphatically regarding the wash suit, he more 
than doubled his order on white shoes, and he found 
that the response was accordingly good. I say to you 
that this year more than ever before you are going to 
find a decided demand for anything of that character. 
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GeorceE N. GeuTinG: As far as the clothing in- 
dustry is concerned there is going to be a complete 
change from what are called the heavy suitings for 
Summer wear, whether it is Palm Beach, seersucker, 
linen or whatever it is. That is the whole thought of 
the clothing industry now. The important thing for 
us to know, gentlemen, is that the whole clothing in- 
dustry, and the haberdashery industries, are going 
definitely into a Summer season. 

Mr. SHAFFLER: Getting into the wash fabrics, you 
will find that whites and all light tones in a great 
variety of materials will come in such combinations 
as mohair, worsted, cotton and all those types of 
mixtures. There will be some new ideas in the way 
of silk suitings. In connection with this Summer 
suiting idea, all branches of the clothing industry will 
make an effort to link up their production with the 
Summer lightweight suit, all the way from hats to 
neckwear, shirts, hose and shoes. 

Mr. KronHEIM: On the first of June, at Forty- 
first Street and Broadway, we started to show noth- 
ing but white suits, and white linen suits, and the busi- 
ness was so astounding that the manufacturers couldn’t 
believe that the quantities we were using would be 
used; we were using window displays entirely from 
the first of June until the first of September for wash 
clothing. 

Mr. SHAFFLER: Bearing out what Mr. Kronheim 
has already said, we will find the consumer wearing 
a greater variety of types of Summer suitings than 
has been the case in recent years; so that the market 
is really wide open for the promotion of not only 
Summer clothes but all types of accessories and shoes 
and things to go with the Summer s * 

They are selling woolen and flat..e: arts. What 
is that going to do to the rest of the schemes of 
things? It is changing the materials — Shetlands, 
tweeds, they are coming in; and, men, that means 
color, and relief from all these depressed solid colors 
that I see in this room full of men—colors that you 
all represent today, and you are typical of Mr. John 
Public. Now that change is going to affect shoes. 

[TURN TO PAGE 36, PLEASE] 
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A life-like children’s shoe window by The John Shillito Co., Cincinnati, which has a strong appeal to the children as well as to the mother. 
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Proper types of shoes for various styles of costumes are shown on the figures, while a wide variety of types are featured in the foreground. 


/ 


The occasion was the opening of a new children’s shoe department. 


Leading the Little Folks In 


Put Action and Juvenile Interest in Your Windows, 


5 a number of articles in 
recent months, the Recorper has directed attention 
to a new and important trend in children’s shoe pro- 
motion, namely, the tendency to appeal to the child’s 
interest through novel and elaborate store interiors 
and decofations. 

While this particular development is relatively re- 
cent in its origin, it reflects a theory of sales promo- 
tion, as applied to juvenile apparel and children’s 
shoes, that has been gaining wider and wider accept- 
ance for a number of years. We refer to the ten- 
dency to direct the sales appeal to the boy and girl, 
rather than to the father and mother. Today the 
child is recognized as the one who is likely to have 
the deciding voice in selecting the shoes that he or she 
will wear, whereas in former times the power of de- 
cision rested with the parents. And so it follows 
that the merchant can advantageously afford not only 
to devote much of his promotional energy to an effort 
to interest the child, but also to spend real money in 
the attempt to enlarge the measure of juvenile good 
will that his store enjoys in the community. 


for Boys and Girls Can Be Your Best Salespeople 


IDEA 


THIS WEEK’S WINDOW 


How to Build Sales Producing Children’s 
Shoe Windows 


TART with an idea that will interest the boys and 

girls. Remember that the child is today a greater 

influence than ever before in determining what type of 
shoes will be bought for his or her wear. 

Give your windows a juvenile atmosphere. If you 
have a special decorative treatment for your children’s 
department, such as a Fairyland or historicai setting, plan 
a series of windows to harmonize. 

A contest, an educational movie featuring the merits 
of your feature brand of shoes, athletic events or similar 
promotions will prove good will builders for your chil- 
dren’s department and can be played up to advantage 
in window displays and newspaper advertising. 

Small gifts, inexpensive toys and souvenirs form one 
of the most effective ways of enticing children into 
your department. 

Remember that the boy and girl of high school age 
also responds to the juvenile appeal. Feature shoes for 
these youthful customers in windows that emphasize 
the activities in which they are interested. 
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Acting upon this theory, shoe merchants and 
manufacturers of well known lines of juvenile shoes 
have been joining forces and pooling their ideas to 
create a new type of children’s shoe store with a defi- 
nitely juvenile atmosphere to appeal to younger chil- 
dren. Elaborate and colorful decorations designed 
to create an illusion of Fairyland, to appeal to the 
child through history and the world of story books, 
have been used to transform children’s shoe depart- 
ments into an environment that will interest and de- 
light the child. Similarly, in the so-called sub-deb 
departments, the aim has been to create surroundings 
that would appeal favorably to a girl of that age. 


Response to these new appeals in 
selling the boys and girls has been so favorable that 
the soundness of the theory seems hardly open to 
question. In fact, it can almost be taken for granted 
today that the merchant who attempts to develop a 
juvenile business without in some way directing his 
advertising and promotion to the boys and girls will 
find himself working at a serious disadvantage in 
competition with those of his fellow merchants who. 
make their bid for business direct to modern youth. 

Assuming that the idea is sound, however, there is 
no reason why it should be limited in its application 
to the store interior. Youthful customers must not 
only be appealed to through a pleasing environment 
after they have entered the store; they must also be 
interested to a sufficient degree to make them want to 
come in. This means that shoe stores, specializing 


An unusually effective educational window, playing up the special fe atures of a particular line of shoes, the “Bead-N-Button” line of Shoe- 
craft, New York. Vamp heel, quarter and goring are explained on the background, which also suggests proper accessories to complete the 
costume. 


Here we have the educational type of window, combined with an effective style appeal. 








in or featuring children’s shoes, must do more than 
they have done in the past to interest the boy and 
girl through advertising, and especially it means that 
they must create attractive windows, designed to ap- 
peal favorably to the boys and girls of the ages for 
whom the shoes are designed. 

Windows are, after all, the most powerful magnéts 
that the average shoe store can have in getting that 
immediate attention which causes potential customers 
to come into the store. Boys and girls of the older 
age groups can be interested through good windows 
sufficiently to make them come in and buy on their 
own initiative. And experience has shown that the 
younger boys and girls, once they are interested in a 
window, will direct the attention of parents to it and 
either lead them into the store through their interest 
or plant in the parent’s mind the idea that may result 
in a future visit. 

What kind of shoe windows can be counted upon 
to interest the boy and girl? Once more we hark 
back to the principle which is now quite generally re- 
garded as fundamental in the creation of displays 
that are really effective. Put into your windows 
ideas that will appeal to the class of customers you 
are trying to reach. Build your display around the 
central theme of some interesting idea. 

Accompanying this article is an illustration show- 
ing a juvenile footwear window that tells a story and 
therefore can be expected to appeal to the mind of 
the youngster. At the same time it shows merchan- 
dise and the use of merchandise in such a way that the 
parent will also be impressed. The mother is shown 

[TURN TO PAGE 64, PLEASE] 
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THE EDITOR'S OUTLOOK 


CHET) fle. cloven 


Editor 








A stand must soon be taken 
to bring honor back into business. Why not make 
that stand now and build thereon standards of prac- 
tice beneficial to the life and future of an industry? 

One unhealthy practice usually leads to another. 
Price-cutting, as such, has demoralized all sense of 
“give and get a profit.” The practice of selling goods 
below the cost of production continues the vicious 
circle of no proper recompense for worker or capital. 
The demoralizing practice needs first correction or 
else we will see more vicious practices follow. 

A western concern sent a questionnaire to ten 
thousand companies of highest ratings, asking: “Do 
you believe that business should ever be taken below 
normal cost?” Some eight hundred replies were 
analyzed and it was found that 23 per cent of them 
confessed to being willing to do business on a loss 
basis. What an amazing percentage of firms ready 
to commit business suicide for an order. 

Then the Illinois Manufacturers’ Cost Association 
made an analysis of the following causes for de- 
pressed pricing. Here they are: 


“(1) Failure of management to become informed of (or 
sympathetic toward) modern merchandising methods. 

“(2) Ignorance of costs and lack of budgetary control. 

“(3) Desire to trade destructively on established good will. 

“(4) Willingness to make price concessions in the effort to 
survive. 

“(5) Desire to buy into certain markets, territories or dis- 
tributive outlets in which competition is strongly entrenched. 

“(6) Lack of sales protection resulting from inadequate 
advertising, sales promotion, sales operation. 

“(7) Fear of temporary effects in adopting firm policies 
against competitive concessions. 

“(8) Defensive distributive position caused by lack of 
proper contact, training, cooperation and support. 

“(9) Tendency to follow competition rather than to strike 
out toward fulfillment of public needs.” 


You can sum them all up in one statement. The 
chisel has been the greatest tool of price-cutting—but 
for how long? If the chisel cuts deep enough, it kills 
a weak business. It has never been known to build 


a real business for the man on the buying end. If 
he uses it he then dissipates his advantage and is no 





The Racket Follows the Chisel 


better off in the long run than if he had paid a fair 
price. 

The chisel now carries with it the destructive germ 
of the more dangerous price vices: bootlegging, un- 
derbidding, sales sabotage, distributive subsidies, con- 
fidential discounts, excessive discounts and extra al- 
lowances. When a retail organization asks a confi- 
dential discount be sent to a third party, that’s a 
criminal price-vice—yet it is being done “for an 
order.” 

There has been an epidemic of schemes for dis- 
tributive subsidies under conditions which represent 
but little more than a bribe. Inducement to sell more 
of a given product, carrying with it premium-payment 
that is a private matter between the maker and the 
store’s salesman, is the worst practice of all. 


l, is a pity that some businesses 
have gone hog-wild in buying “quantity deals” in- 
duced by all sorts of trick sale leverages to a point 
where the seller is no longer offering merchandise 
but selling discounts, free goods, P. M.’s and pre- 
miums. Many of the smaller articles and service 
goods sold in shoe stores are tinctured with this 
volume madness. Some findings counters are filled 
with orphans, off brands and defuncts because in- 
ducement to such purchase is a promise of a pro- 
gressively increasing discount. 

There certainly has never been a time when there 
has been such prevailiag disregard of sound business 
procedure, both on the part of the-seller and the buyer. 

We have hopes that the end of such trickery is in 
sight because business men are getting heartily sick 
of “propositions.” The time to clean house is be- 
tween now and the end of the year so that the in- 
ventory, as taken, will be one of honest policy towards 
goods and practices. 

Good, healthy housecleaning should start NOW for 
honesty will come back and fair dealing between men, 
who live and love their business, must correct the 
evils before there is an end to all business. 
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New, live rubber ... and plenty of it... that’s 

what you want in rubber heels... and that’s exactly 

what you get in Firestone Imperials! Cost no more 

than ordinary rubber heels... yet are backed by 

the famous Firestone name. Firestone Imperials 
“THE GOLD STANDARD add a valuable “plus” feature to your line! 


OF HEEL VALUES” 


Firestone 
~=="" |! RUBBER HEELS 


When writing advertisers please mention Boot and Shoe Recorder 

















Black Calf “Highboy” Shoe, with five inch top 


Fle to bring the men’s shoe 
business back to its former two-season base, which 
it relinquished when oxfords became a year-round 
proposition, has long been recognized as one of the 
important problems confronting this branch of the 
trade. The Summer weight shoe, the heavy Winter 
weight oxford, the intensive promotion of sport 
shoes have all been developments predicated on the 
theory that the men’s shoe business needs another 
seasonal impulse to provide increased volume. 

Many shoe men are convinced that, since the ox- 
ford is primarily a fair weather shoe, the logical line 
of approach by which to reach a solution of this prob- 
lem, lies in the development of a definite Winter or 
rough weather type of shoe, to be sold as an extra 
pair in the period between late Fall and early Spring. 

For many months various manufacturers making 
better grade men’s shoes have received special orders 
for the creation of something in the nature of a shoe 
higher in cut than an oxford, but not quite as high 
as the 5%4-inch boots so common a dozen years ago. 

Two patterns have been designed by the Stacy- 
Adams Co., Brockton, which have been acclaimed by 
several manufacturers as one solution to this problem. 
The shoes shown are especially patterned for the col- 
lege trade and the younger element. 

Promotion work will not be confined to just the 
younger or styleful element by any means. There 
will be models following these general characteristics 


An Extra Pair for Winter 


Men's Shoe Manufacturers Present a New Develop- 
ment in Medium Height Shoes Designed to Meet 


Requirements of Fall and Winter Season 
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Medium tan smooth calf “Lowboy,” with pinking on wing 
tip, vamp and quarter, four and one-half inch top. 


for the older men, for dress and even for sports 
wear. The health angle will also be played up. 
Many doctors agree that the ankle needs a certain 
amount of protection, especially during the Fall and 
Winter seasons. 

At first the style appeal will be stressed through 
the college men, according to the sponsors, as it is 
felt that an appeal to the sense of fashion will cause 
the pattern to be quickly accepted. Favorable senti- 
ment created this year in the higher grades should be 
felt in all grades next year, it is claimed. 

These shoes were designed to meet the demand for 
something new in the men’s trade and to appeal to 
the distinctive dresser who was probably the first 
man to take up spats and has now discarded them for 
various reasons. 

The buyers who have sampled these shoes state they 
believe the adoption of patterns of this type will 
mean bigger dollar sales, more leather consumed, 
more findings, more shoemaking and larger profits. 
Boiled down, these shoes are offered as a first step 
toward easing men out of regular oxfords and into 
the new medium high shoes for the Fall and Winter 
months. 

The success of the English drape fashion in men’s 
clothes during the past six months has shown that it 
is really possible to increase volume sales on men’s 
apparel by developing something new in style that 
will appeal to the imagination and catch the fancy of 
the fellow who likes a change. Undoubtedly there is 
an equal opportunity to develop extra men’s shoe 
business through ingenuity in style promotion. The 
desired results cannot be had, however, merely by 
showing a few pairs of some new design in men’s 
shoes. Consistent and energetic promotion, backed 
bv a united industry, is one of the essential condi- 


‘tions of success. 
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Style No. 2109 Ohio’s 

Color 88 LUXOR Tan 

Calf Bal Oxford, Arch 

Feature, 

Heels, 

D, Price $3.15. 

in Black Jetta, Style 

No. 2033. 

THOMPSON SHOE 
COMPANY 

Humboldt, Tenn. 


Now That That’s Over | 


With redoubled energy we all get back to our jobs 
of making and distributing good footwear—which 
for us of the shoe industry is our part in build- 
ing back prosperity for all. 


Mindful of the Rotarian philosophy that “He pros- 
pers most who serves best”—we gain a keen satis- 
faction in making LUXOR CALF .. . the world’s 
finest colored leather, for the merchant to offer in 
his better numbers so he in turn may serve his cus- 
tomers best. 


LUXOR CALF is adaptable in its finish to the pop- 
Ask for LUXOR ular and fine grades of men’s footwear; in its smooth 
Calf color swatches, finish there’s nothing finer for the conservative 
either smooth or styles, and in its KILTIE GRAIN, or four way 
boarded. boarded effect, there’s nothing snappier for the 


broguish types. 


Made only of selected skins, its fine grain with tight 
break means long sturdy wear; its mellow glove- 
like characteristic is unsurpassed by any foreign or 
domestic tannage and means comfort in the wear 


\ to your customers. 
) | | At the fitting stool, tell your customer of these qual- 
A ity-values. Sell him, give him the facts. Thus you 


- ; Cc rebuild business for profits on the sound base of 
LEATHE he CO. customer assurance, customer satisfaction. 


SIRARD OHIO 
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TRENCH TYPES 


Rough and Ready Oxfords That Boys 


Ler's get the boys into the 
trenches by Christmas. And the girls, too, for that 
matter. For, from reports from all over this broad 
land of the free, both the boys and the girls are 
greatly interested in getting into a pair of trench 
oxfords with all possible speed. 

Late last summer the story was told in the Re- 
CORDER of how that great San Francisco store, Som- 
mer & Kaufman, put across the trench shoe idea. 
Since then, the craze for these heavy soldier-like shoes 
has steadily advanced across the continent, until now 
we find them being featured right in Times Square. 
The shoes are being shown as regular high school 
shoes for the young fellows whe want to write all 
sorts of messages on them. 


Net to be outdone by their 
boy friends, the girls have their trench footwear, too. 
Of course, the fems would want to be a bit different, 
so a certain amount of styling (if it may be called 
that) has crept in, such as Kiltie tongues, perforated 
vamps, wing tips, foxed quarters. 

Shoes for the girls are for general utility and 
sports wear, to be worn with the leather or suéde ef- 
fects and berets. 

Most of the young ones of both sexes are using 
these shoes as private bill boards, just as they did 
the battered flivs. Messages like the following are 
scrawled across, around and over the uppers. One 
fellow buying a pair would have none but a plain toe 
model, as he wanted all the room possible for his 
alleged witty sayings. How the bird with a size 11 
foot is envied, for see the wide expanse of writing 
space at his command! Here are some of the mess- 
ages: 

No Parking. Oh! Olga!! Danger! Beware! 
Ruff & Reddy. Keep Off. Aw: Nerts. Mary X-Mas. 
Hi-de-di. Ride ’Em, Cowboy! Skin u luv to touch. 
Watch my smoke. Free hoofing. Beware the Dogs. 
Sole owner. 

In Louisville, Tom Van Hoesen is doing a great 
job with the collegians and high school boys with 
these shoes. “For the Slickers to wear with Slacks” 
is the way the advertising runs. 


Can Write All Over Now in Demand 





A New York City group of stores is pulling crowds 
to their windows, and inside, too, for that matter, by 
having a group of these shoes down front, all hand 
decorated. Incidentally, these stores are further pro- 
moting these shoes by the giving away of a paper 

[TURN TO PAGE 64, PLEASE] 
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The latest stunt among high school boys and girls is to 
write or burn gags like these on trench shoes. 
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4-SNAP SAVOY 
Roxy last for 
14/8 heels 


ARIEL CROQUET 


Extremely light, unlined, patented 
non-tearing edge, Carma last for 
17/8 to 19/8 heels 


And—for Men 
Ariel Clogs and Sandals 


Very light—on and off easily—snug, 
comfortable fit—no gapping — incon- 
spicuous—“You hardly know you have 
them on”—just what men want. Use them 
to increase your men’s rubber business. 


MONOPUL SAVOY 


Slide Fastener—Opal last 
for 15/8 and 16/8 heels 


MODERNE GAITER 


One-Snap Fastener 
Carma last for 17/8 to 
19/8 heels 


Assured Profits 


Here are features that simplify profitable selling of rubbers and 
gaiters. One finish—the truly beautiful satin-finish (originated and per- 
fected by BALL-BAND) that pleases both maid and matron. Two colors 


“—deep, lustrous black and rich Indies Brown. Full elastic construction 


that eliminates half sizes and permits quick, easy fitting from a minimum 
number of lasts. With the BALL-BAND Indiana line your buying and 


stock keeping are easier. 


The soft richness and elegance of the satin finish; the graceful lines 
and smart individuality of the patterns; the perfection of the tailoring; the 
flattering sleekness of fit, produce an unequalled eye appeal that creates 
in every woman the “desire to have”—the first essential of every profitable 
sale. 


And because they do create this “desire to have” the four styles shown 
here are selling now—profitably—in many of the country’s finest stores. 


We invite comparison—send for full information and samples. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water St., Mishawaka, Indiana 


New England and Greater New York dealers may address 
Dunham Brothers Co., Dept. A, Brattleboro, Vermont 


BALL-BAND 


GAITERS—RUBBERS—ARCTICS—BOOTS—CANVAS SPORT SHOES 
LEATHER WORK SHOES—WOOLEN FOOTWEAR 
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Christmas Spirit 


O siieeies is coming! 
Don’t be caught napping. There’s holiday profit for 
shoe merchants who plan promotions to produce 
profits. None for those who fail to make a reason- 
able effort. What will you do? What can you do? 
First realize that almost every item in your store is 
a gift item if properly presented, especially in a year 
when practical gifts will be paramount. Here’s a par- 
tial list of possibilities : 

For Men—Shoes, sport shoes, gym shoes, slippers, 
hosiery, rubbers, boots, spats, shoe trees, shoe bags, 
polish kits. 

For Women—Shoes, evening slippers, gym shoes, 
sport shoes, galoshes, rubbers, hosiery, shoe. bags, 
polish kits, shoe trees, buckles, garters, bags, fancy 
heels, shoe horns, suéde brushes. 

CHILDREN—Shoes, rubbers, galoshes, boots, hi- 
cuts, slippers, hosiery, leggings. 

Perhaps you'll add novelty merchandise as many 
stores do at holiday times. Whether you do or not, 
you have the problem of boosting your shoe store as 
a gift store, for many people do not think of the 
splendid gift possibilities a shoe store affords. 

It’s highly important that your windows shall be 
compelling—that your store shall sparkle with Christ- 
mas spirit—that gift merchandise shall be generously 
displayed within your store. What would happen to 
a department store that kept its merchandise hidden 
in boxes at Christmas time? Get it out! Show it! 
Display it attractively. Plan for extra tables, for 
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Make Shoe Stores Sparkle With 


‘Christmas gift. 
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Get Gift Merchandise 
_ Out of Boxes and 
Display It Attractively 


shelf and ledge displays) SHOW YOUR MER- 
CHANDISE! 

Dress up your store—windows and interior. Do 
something different! Don’t be content with a casual 
showing in the window and an unchanged store in- 
terior. 

Lay out your ads for newspaper and direct mail. 
Have everything ready EARLY. Planned promotion 
costs less and produces more. There’s Christmas profit 
for you if you do those things that will make the 
public realize how many desirable gifts may be chosen 
at your store. 


(cocosilite whole-heartedly in any 
community promotion plan that is being projected by 
the merchants of your town for the holiday season. 
Remember that the united effort of many stores in a 
single direction can produce increased results for all. 
So if the stores of your town are planning a com- 
munity Christmas decoration idea, or a simultaneous 
opening of the Christmas selling season by massing 
their ads in the newspapers on a single day, get in 
line with the general plan, lend your cooperation and 
receive, in return, the benefits of united action. 

Shoe merchants of York, Pa., through their asso- 
ciation, are planning a Christmas promotion, distrib- 
uting uniform package inserts and other publicity to 
put over effectively the idea that footwear is an ideal 
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SETTING GOING IN33 EO CET PROSPERITY 


N.5.R VON IN CHICAGO JAN. 9.10, lI, 1932 


There are no pangs like 


the 


PANGS 


of 


REGRET! 





Don't be among that group of shoe merchants 


who will be saying, “| WISH | HADI” 


In unity there is strength! It aptly de- 
scribes these United States of ours... and 
it has another meaning, too—a meaning 
that fits very well into present-day busi- 
ness. No man should undertake to direct 
his business—no matter how small or 
how large—on ideas generated from his 
brain alone. It has been collective think- 
ing and unified efforts that have projected 
civilization, science and commerce to its 
present development. In January, the 
brains of the shoe industry of the Nation 
will gather in Chicago and discuss busi- 


ness improvement, to correct the wrongs 
of the past and plan the right moves of 
the future. You cannot afford to miss this 
convention—it is your duty to your busi- 
ness and to your community—likewise to 
yourself and to your family. 

Special reduction in railroad rates by 


securing special certificate from railroad 
agent when purchasing transportation. 


For all hotel and display reservations apply to 


NATIONAL SHOE RETAILERS’ ASSN. 
8 South Michigan Avenue, Chicago, Illinois. 


ALL RETAILERS INVITED! 


22”/ANNUAL CONVENTION 
NATIONAL SHOE RETAILERS ASSOCIATION 
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The Prop-r-Arch line is specially aimed 
at giving extreme comfort to men who 
dread the “breaking in” of new shoes. 


It is based on a newly perfected last of 
exceptional foot conformity with an in- 
sole moulded to fit the contour of the 
bottom of the foot as closely as possible. 


A choice of seven toe shapes is offered in 
Prop-r-Arch shoes and new patterns from 
season to season in addition-to the stand- 
ard staple models. The shoes are priced 
to retail at $7. 
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THE 
JOHN RITCHIE CO. 


(Quebec, P. Q.) 


Standardize on 


RUBY KID 


“Because,” they say, “it steadily helps 
us assure our customers that they are 
always getting the same shoe.” 


The John Ritchie Co. of Quebec, P.Q., 

have established a progressively grow- 

ing demand for their PROP-R-ARCH 

oS shoe—due, mainly, they believe, to the 

f A rop-r-arch high standards of quality they have set 

xcuusiveLy RiTcHie \ for it. 

Retailing at $7 the PROP-R-ARCH 

Shoe is built up to a standard and not 
down to a price. 


Which gives us all the more pride in the 
fact that for years past RUBY KID has 
continued to be the standard black kid 


leather in PROP-R-ARCH. 


JOHN R. EVANS & CO. 
CAMDEN, NEW JERSEY 


PHILADELPHIA, PA. 
BOSTON ST. Louis MILWAUKEE CINCINNATI 








r Standardize on ” 


S L EAT | E R e Cvans Brand 
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By HARRY R. TERHUNE 


FIELD EDITOR 
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——Help make money for you too 


A new advertising stunt 
that the Thomas S. Childs, Inc., 
store, Holyoke, Mass., is using 
for Christmas promotion. Says 
B. W. Childs: ‘Correct time ad- 
vertising has recently come to 
Holyoke. It is an advertising 
stunt operated by the telephone 
company. ‘Correct Time Bureau’ 
advertises its phone number and 
requests all to call it when the 
correct time is used. Before giv- 
ing the time, however, the tele- 
phone company operator gives the 
inquirer a short advertising talk 
of from 12 to 15 words on the 
merits of some merchandise. This 
service is paid for by the mer- 
chant. Stickers are furnished us, 
which we use on all advertising. 
The bureau claims 600 such calls 
originate in Holyoke alone each 
day.” 


aoe 


‘Tews is no question 
in the mind of George B. Hess, 
Baltimore, but what the people 
will be decidedly practically 
minded this year in their pre- 
Christmas buying. “At Christ- 
mas time,” he states, “we will sell 
the following items which are 
listed in the order of their im- 


portance: 
Slippers : 
a. House. 
b. Bath. 

















| 





c. Traveling. 

Boots: 

a. Riding. 
b. Hunting. 

Athletic shoes. 

Hosiery. 

Boot accessories, such as hooks, 

jacks etc. 

Leather belts. 

Garters. 

Shoe accessories : 

a. Trees. 
b. Shoe bags. 

“Last year we found that by 
coupling items such as a pair of 
hose and a pair of garters; a pair 
of boots, hooks and jack; a pair 
of trees and shoe bags, and wrap- 
ping these combinations attrac- 
tively, we sold more merchandise 
and received many favorable 
comments.” 


A 
UJ 


(seins items 
will be promoted in R. H. Fyfe 
Co.’s store during the months of 


November and December. Other 
than shoes will be slippers, hosiery 
and bags. 

“Every customer entering our 
store during these two months 
will have one of these two items 
brought to her attention before 
she leaves the store,” A. O. Day 
informed me. Continuing, he 
told how this great shoe store is 
developing some real Christmas 
selling momentum. “Cash prizes 
will be given to the individual 
selling the greatest number of 
pairs of hose, also bags. A cash 
prize is also given to the depart- 
ment turning in the largest volume 
of business on these two items 
during the months of November 
and December. Enthusiasm is 
kept at a high pitch by appointing 
a captain in each department, who 
is responsible for sales on hosiery 





and bags. A short meeting can 
be held every morning or weekly, 
and a report made by the various 
captains to the superiors as to 
their progress in the contest, also 
the standing of the various de- 
partments are posted daily on a 
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Lhese firms all 
use PYRAHEEL 


ABBOTT-ARMSTRONG-ABBOTT 
INC., Auburn, Maine 


BANCROFT WALKER COMPANY 
Boston, Mass, 


BRAUER BROS. SHOE COMPANY 
St. Louis, Mo. 


THE CINCINNATI SHOE COMPANY 
Cincinnati, Ohio 


CORBIN-HOLMES SHOE CO. 
Hudson, Mass. 


CRADDOCK-TERRY CO. 
Lynchburg, Va. 


DUNN & McCARTHY, INC. 
Auburn, N Y. 


ENDICOTT-JOHNSON CORP. 
Endicott, N. Y. 


FRIEDMAN-SHELBY SHOECOMPANY 
St. Louis, Mo. 


GREGORY & READ CO., Lynn, Mass. 
R. P. HAZZARD, Gardiner, Maine 


HOGE-MONTGOMERY CO. 
Frankfort, Ky. 


THE IRVING DREW CO. 
Portsmouth, Ohio 


THE JULIAN & KOKENGE CO. 
Cincinnati, Ohio 


KRIPPENDORF-DITTMANN CO. 
Cincinnati, Ohio 


THE L. V. MARKS & SONS CO. 
Cincinnati, Ohio 


: ] d d sh 
At eels COVES ed with Syne repeeminne: enndand: chee THE MENIHAN CO., Rochester, N. Y. 


materials in texture, color, and pattern. 
MILIUS SHOE CO., St. Louis, Mo. 





The actual grain of lizard, alligator, kid, 


9 
PYRAHEEL cant scuff! calf, moire, or other material is em- THE MILLER SHOE CO. 
P 2 Cincinnati, Ohio 
bossed right on the Pyralin. It matches 
CUFFS and scratches... rips and the shoe body perfectly. More than ng gaged INC. 
tears! How they ruin the appear- _— that, Pyraheel can be embellished or 
¢ PREMIER SHOE CO., INC. 
ance of lovely shoes! decorated in much the same manner as Long Island City, N. Y. 
You don’t have to run this risk with — shoe tips have been decorated for years! RICE-O’NEILL SHOE CO., St. Louis, Mo. 
i for - 
the shoes you sell. Heels covered with Ask your shoe manufacturer for com ann moncmaiiies 
scuff-proof Pyraheel will not mar in plete information. Or use the coupon Rochester, N. Y. 
ordinary use! Think of it: You can offer below. Du Pont Viscoloid Company, STROUT, STRITTER & CO., INC. 
customers absolute protection against 350 Fifth Avenue, Dept. 25, New York Lynn, Mass. 
heel scuffs . . . with added style and City. In Canada: Canadian Industries, WALKER T. DICKERSON co. 
beauty at the same time! Ltd., Pyralin Division, Montreal, Que. Columbes, Ohio 








PYRAHEEL LIZARD 





MAIL THIS COUPON Sor information.and sample heel 


4 





DU PONT VISCOLOID COMPANY, 350 FIFTH AVE., DEPT, 25, NEW YORK CITY 


GENTLEMEN: Please send me sample heel and full details about PYRAHEEL. BS7 
REG. U.S. PaT.OFF 
PMU R EER g Uae eee stiles oie ot ccc ute ne adideliinddddadevndiaddccecddadeucedstessnen 
P \ R A I N MMe Veen E Pe ad Cacacudeces ed dks Ue es Chwd cududs Mdaabewedededsedeiudie 
MUU Lees COLES KPHE ob bd Skike ba bd Keke oeaeR AE eed ee Ron da waka tokeadede 
i ae ee esa gd Ch psec bs'sésdp weds Eeebe seks vada xcoadcceuseeende 
Retailer(O Department StoreQ) ChainO ManufacturerO WholesalerO 


SCUFF-PROOF HEEL COVERS 


ee We WO I IU Ss oo wedi océ cc ncigucbseid ce dees cucdevaedeedeuusesiedenewicccudeum 













bulletin board. Rivalry between 
departments, rather than indi- 
viduals, is what holds the interest 
of everybody during a contest of 
this kind. 







* * * 





Encseng the baby’s first shoes 
in antique copper or silver is a 
new and popular service that has 
recently been introduced in Bos- 
ton by Thayer McNeil Co. and is 
especially popular during the 






Christmas selling season. 











H. H. Dahl, buyer of misses’ 
and children’s shoes for this store, 
finds an excellent response from 
customers who welcome the oppor- 
tunity to preserve the little shoes 
in metal indefinitely. The popu- 
larity of the service is expected to 
increase with the approach of the 
gift season. Many customers 
plan to use the metallized shoes as 
home ornaments—particularly for 
small flower vases. Soon the 
store plans to have the shoes, en- 
cased in metal, mounted for use 
as book ends. 

The charge to customers for 
metallizing baby’s first shoes in 
antique copper is $3.50, in sil- 
ver $5. 

In its windows the store dis- 
plays an attractive poster with a 
baby’s picture at its head. It 























reads: “Are You Sentimental 
About Baby’s First Shoes? Of 
course you are. Then bring 





them in and let us encase them in 
pure metal and make lasting each 
precious little bump, lump and 
wrinkle. These shoes are metal- 
lized in antique copper and an- 
tique silver. Remember—your 
shoe is inside the metal.” 
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eee Fah 3 
Make it a Footwear Christmas << 
Yea Give the Gift That’s Needed og 


This year when Dollars must do double duty, buy some- @ 
a thing practical—Think of Footwear, House Slippers and gy 
) for the cold winter months to come Rubber Footwear. Think of the @¥ 
Rer lasting Joy these things of long wear will bring to yourself, your loved Wh 

f ones and your friends. This year at this store your dollar will do 
double duty buying Footwear, Slippers, and Rubber Footwear. 


They will remember you long after Christmas 









Or 
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Eveipenesend that 
means everyone in York, Pa., 
knows that Christmas is in the 
immediate future. And the reason 
this bit of information is known 
to them is through the means 
of the above advertising matter. 
This message is printed on green 
paper with dark green ink and is 
5% by 3% inches in size, just 
right for inserting in all packages, 
and envelopes from all the city’s 
shoe stores. Thousands of these 
messages are daily being circulated 
in every part of the trading area of 
this live community, with the cer- 
tain surety that Santa Claus will 
pay many visits to York’s shoe 
stores. Every shoe store went in 
on this bit of promotion. 


* * * 


4d 
Believe It 


or Not”—as a theme for window 
display, has been used by a New 
York store. A big window sticker 
was used, printed in red and black, 
with the words in bold—“BE- 
LIEVE IT—OR NOT.” Then, 
every shoe in the window carried 
the same caption with some amaz- 
ing statement related or not re- 
lated to shoes. 





Here are two pages of O.P.I.’s all having 
to do with practical Christmas selling sug- 
gestions. Now—how about sending in some 
good Christmas selling ideas that may 
give others a thought. This cooperation will 
be appreciated by all selling shoes at retail. 
Let’s follow the lead of the York shoeman 
and “Make it a Footwear Christmas” in 
each shoe store in the country. 


Be B.A. SHORB SHOE CO., 122 W. Market St., YORK, PA. 9% 










Haticy that is already boxed 
in pleasing Christmas boxes will 
sell three times as fast than when 
it is left in the regular hose boxes 
and then packaged as the cus- 
tomer buys it. It is not necessary 
to have the complete stock in 
Christmas boxes, but a sufficient 
array of the best selling sizes and 
colors spread around the counters, 
so I. Fogelson of Dover, N. J., 
tells. For several years he has 
been developing this type of sug- 
gestive selling, especially during 
the holiday season, and he finds it 
productive of many extra sales. 





These gay boxes do much in giv- 
ing the store a real festive appear- 
ance, he believes. For the com- 
ing season his stores will feature 
three pairs of hose at $1.75. 
While the total volume of business 
done does not warrant his buying 
special Christmas boxes made to 
his order, he finds it well to have 
a sufficient supply of boxes always 
on hand. 
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of a series of pen and camera sketches 
No. in a modern tannery, tracing the suc- 
cessive operations in the conversion 
of raw goatskin into Glazed Kid. 


UGE steel drums with a diameter of fifteen feet . . . four feet 

across inside ... heavy ... slowly rotating under the influence 
of whirring motors and clanking, steel-chained belts. This is the 
picture in the modern liming rooms of the Surpass tanneries, a pic- 
ture to be contrasted to the old form of “pit” liming where skins 
lay stolidly immersed in a stagnant solution. 

Liming in general, whether in drums or vats, breaks down the 
fibrin in a skin so that it can be tanned, and “plumps,” or swells 
the skin in such a way that the pores are stretched open and hair 
can easily be removed. Drum liming contributes many advantages 
to the shoe manufacturer and retailer, all of which have to do with 
the quality and uniformity of the finished leather. 

By its agitation of the liquid, drum liming enables us to use secret 
formulas we have perfected that react more delicately and satisfac- 
torily upon the skins. Drum liming also distributes the skins 
through the liquid in such a way that the action is more thorough 
and uniform than when they lie heavily within a vat. 

Chemical reactions are delicate functions, the successful and bal- 
anced completion of which calls for unceasing, painstaking exactness. 
We helieve the stress we place upon this fact in our tannery has, 
more than any one factor, made possible the unsurpassed consistency 
and uniformity of our many grades of Black and Colored Glazed 
Kid . . . made possible the standard quality that has won for us the 
reliance of the Shoe Industry to the point where more than 27% 
of the Black Glazed Kid used in this country is tanned by us. 


SURPASS @j_ > LEATHER CO. 


Black and colored glazed kid for | bd) \ i gth & Westmoreland Sts, 
outside stock and linings (also gen- ae & oe PHILADELPHIA 
uine Kangaroo) can be obtained — i New York Boston Chicago 
from Surpass in any grade and s Cincinnati St. Louis 
of standard unvarying quality 4 London (England) 
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Mr. WEINTRAUB: The United States has been a 
worsted nation for the last few years. Princeton and 
Yale today are very definitely bearing away from 
worsteds and going into Shetlands, homespuns, tweeds 
of all kinds and descriptions. And they are no longer 
dress-minded, they are much more sports-minded. 

As to the best evidence of just how sports-minded 
America has become and is getting every day, there 
is the old Norfolk jacket. That reminds a good many 
of us what we used to wear in our kid days or when 
we were very young men. There it is modified, that 
front, that back. That is sports-minded all the way 
down the line. It is going to change the entire com- 
plexions of your leathers, patterns and models. 

That means a definite change in shoes, and don’t 
tell me, as I can hear some of you saying, “That is 
swell for New York and it will get to us four years 
from now.” It will get to you this Christmas. Those 
boys go home for their vacations and it will affect 
you locally all over America, and it will be speeded 
up just as fast as you can portray it accurately at that 
time because they are going to create a local demand. 


Merchandising Fashions 

Mr. WEINnTRAUB: If you men would stop being 
stylists and start being fashionists, you would get 
further faster. Instead of walking into every sample 
room with a chip on your shoulder to correct the line 
because you don’t like it, if you walked in with a de- 
sire to have that line emulate what you know is 
fashion, and have your facts correct to begin with, 
. you would go some place. 

Mr. Kronueim: Now, I have a policy in my shop 
that the thing that is on its way definitely, is the thing 
that I ask each of my salesmen and my tailors to 
wear in the store. This is really a uniform that is on 
every man in my shop today, and has been on them 
for the last three weeks. 

Mr. WerntTrAvuB: Don’t fight fashion. Don’t be 
afraid of it. Put into your budget advertisingly, mer- 
chandisingly, some definite part that you put aside to 
promote that thing that is so intangible and yet so 
definite, that once gained is so invaluable for the per- 
manency and the building up of your business, to lift 
it out of the level of just a store. — 

I have been told all about this brown suéde shoe 
that won't sell. I have been told all about why it 
won't sell, and it just keeps right on selling. There 
are only three stores—and the rest of you have got 
those colors that you designed. You didn’t like the 
original one so you improved upon it, and now you 
have got a hybrid—you have got a thing that naturally 
won't sell. Brown suedes are still going to sell. 


New Deal for Men in Summer Shoes 


[CONTINUED FROM PAGE 19] 
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You cross-breed things and take the sports shoes 
and make it a street shoe, and take the street shoe and 
make it a sports shoe, and allow stupid things to 
happen like men going to business wearing the all- 
white buck shoe with linen suits—a sports shoe for 
business. 

If you could label your country shoes as having a 
wider swing on the side, that was there expressly to 





give a man comfort when he walked, and if you can 
make them in that way, it will keep them for that 
activity. You try to take your full dress lines and 
put them into sports shoes, and it won’t work. 

Stop trying to sell me one shoe that I can wear for 
morning, afternoon and night, for birthdays, wed- 
dings, funerals and to go out and play golf in. That 
is exactly what you have been doing up to now. 

Summer-Weight Shoes 

There are some very radical changes coming in 
men’s fashions that are very basic and that are going 
to affect shoes, if you don’t treat shoes again in the 
ridiculous fashion that you usually do. If you are 
going to continue to put street patterns in formal 
trims and formal patterns into sport trims, what I am 
going to tell you is going to mean nothing. 

Mr. MEALLEY (Ohio Leather Company): So far 
as the sports type shoe is concerned, I can tell you that 
the tanners who have been making leathers that go 
into that type of shoe are looking forward to a more 
extensive season on that type of shoe than ever. On 
this light shoe, I think that your recommendation 
should be very cautious, and not to get a shoe too 
light. It would be perfectly all right to stress a 
Summer-weight shoe, but our experience in the past 
has been that a shoe of too light construction on a 
man’s foot is not satisfactory. 
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LOCKSTITCH 
Ut 


FLEXIBLE 


SECURE 





The seam of the LITTLEWAY LOCKSTITCH is like 
the GOODYEAR LOCKSTITCH. 





GOODYEAR attaches the sole to the welt on the 
outside of the shoe — LITTLEWAY attaches the sole, 


upper, and insole on the inside of the shoe. 


LITTLEWAY LOCKSTITCH makes possible the light, 
close-fitting edges essential to modern fashionable 


footwear, and is now available by using the 


GAC SOLE STITCHING MACHINE — MODEL C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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FEEL 
AT HOME 


in 


CHICAGO 


Stay at the Morrison where every 
guest is given individual attention 
and every need is anticipated. 
Cheerful rooms, beautifully fur- 
nished—and every one outside with 
bath, Servidor, circulating ice-water 
and bed-head reading lamp. 
Theatres, shops, offices and railroad 
stations are all close by. There is 
a special floor reserved for ladies. 
Garage facilities for guests with 
cars. A great hofel in a great city. 


LEONARD HICKS 
Managing Director 












MORRISON HOTEL 


Madison and Clark Streets, CHICAGO 














Two can live almost 
as cheaply as one... 


¢ 1 a day more for two persons at Hotel 
Lexington, For instance, rooms at 

the minimum rate of $3 a day for 

one person, are only $4 a day for two. 
And the Lexington is a new hotel, lo- 
cated in the Grand Central Zone, one block 


from fashionable Park Avenue. 


‘HOTEL XEXINGTON 


‘In Grand Central Zone, Lexington Ave. at 48th St. 


NEW YORK CITY 


CHARLES E. ROCHESTER, General Manager 
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St. Louis Manufacturers 


Reserve Seventh Floor of Palmer 


The St. Louis Shoe Manufacturers 
and Wholesalers Association, believing a further up- 
swing in business for Spring will prevail, have re- 
served the entire seventh floor of the Palmer House, 
Chicago, where the members of the association will 
display their new Spring lines of shoes at the Na- 
tional Shoe Retailers Association Convention held in 
Chicago, Jan. 8, 9 and 10, 1933. 

It has been the policy of the association at all con- 
ventions of the N. S. R. A. to display their lines in a 
group exhibit. The various manufacturers reserve 
sample rooms in the same hotel and on the same 
floors, making it convenient for the retail shoe man 
accustomed to buying in the St. Louis market to 
locate his source of supply with little or no effort. 

Optimism over the pick-up in the shoe business for 
next Spring has encouraged all members of the St. 
Louis manufacturers’ organization to reserve space 
at the Palmer House, whete the group exhibit will 
include a complete array of footwear from infants’ 
shoes through the gamut of all types and processes 
oi men’s and women’s shoes, including the juvenile 
run of sizes. 

With the. convention being held in Chicago, a large 
proportion of buyers from the West and Southwest 
are in attendance. This meeting of the retailers af- 
fords an opportunity for a majority of the shoemen 
from this territory to combine an educational and 
buying trip. I% 

Many of the manufacturers, particularly the spe- 
cialty houses, arrange individual sample rooms for 
their entire selling organization. This gives each 
salesman an opportunity of working with his cus- 
tomers without being disturbed. 

In past years special trains have been organized to : 
carry the large delegation of shoemen to the con-, 
vention. Invitations are extended to the retail shoe 
merchants of the Southwest”and West to join the 
St. Louis delegation en route to Chicago. The fol- 
lowing is a list of the concerns that will exhibit and 
are members of the St. Louis Shoe Manufacturers 
and Wholesalers Association : 

Boyd-Welsh Shoe Co., Brauer ‘Bros. Shoe Co., 
Brown Shoe Co., Capitol Shoemakers, Inc., Carmo 
Shoe Co., Central Shoe Co., Friedman Shelby Shoe 
Co., Johansen Bros. Shoe Co., Johnson, Stephens & , 
Shinkle Shoe Co., Kane, Dunham & Kraus Shoe Co., 


' |» McElroy-Sloan Shoe Co., Milius Shog Co., Moulton- 


Bartley, Inc., Paramount Shoe’ “Co., Pedigo-Lake 
Shoe Co., Peters Shoe Co., Rice-O’Neill Shoe Co., 
Roberts, Johnson & Rand Shoe Co., Samuels Shoe 
Co., Tweedie Footwear Corp., United Shoe Mfg. Co., 
‘Wolff-Tober Shoe Mfg. Co. 
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to Exhibit at Chicago 


House During Convention 


The officers of the St. Louis Manufacturers and 
Wholesalers Association this year consist of : 

President, Frank S. Rice, Rice-O’Neill Shoe Co.; 
first vice-president, Norman McDonald, Johnson, 
Stephens & Shinkle Shoe Co.; second vice-president, 
W. E. Tarlton, Central Shoe Co.; treasurer, A. G. 
White, Brown Shoe Co.; secretary, A. M. Burton. 

* * 


“Any merchant who expects to gain and hold the 
confidence and respect of the shoppers of his commu- 
nity should avail himself of every bit of fashion infor- 
mation he can get from every reliable source,” says 
James H. Stone, manager of the National Shoe Re- 
tailers Association, in a statement released this week. 
“Not only that, but he must get it months in advance 
of his consuming public. He must always be leaps 
and leaps ahead of those he hopes to serve. 

“It was to supply this authentic fashion information, 
and to meet the changing conditions in consumer buy- 
ing and to supply it far enough in advance so that the 
merchant could use it profitably, that joint-style com- 
mittee meetings were instituted by the National: Shoe 
Retailers Association. It should be borne in mind that, 
the word ‘joint’ as used in this connection, means that» 
the meetings are participated in by all the various 
branches of the shoe and leather industry and all allied 
industries exert an influence on shoe fashions. A sur- 
prisingly large number of the country’s most progres- 
sive shoe merchants have learned to tune their buying 
in accordance with the recommendations of the style 
conference at the annual N.S.R.A. conventions. 

“At the 1932 session of the women’s style committee 
two items were discussed with unusual vigor—Blondes 
and Whites. When asked about these items merchants 
who attended that conference almost invariably say, 
‘We bought blondes sparingly and cleaned up. We 
bought heavily on whites and so were able to meet the 
demand pretty well.’ Hundreds of merchants who 
thought they could not afford to attend the convention 
lost, on these two items alone, enough to have paid 
convention expenses many times over. 

“What will be the big ‘hits’ in colors, patterns and 
materials in footwear for next Easter and the months 
following? An accurate answer will be found at the 
style conference and in the display rooms of manufac- 
turers at the 1933 N.S.R.A. convention to be held 
January 9, 10, and 11, 1933, at the Palmer diac: 
Chicago. 

“Truthfully has it been said that, ‘The success of a 
retail’ store is measured largely by the ability of the 

buyer to judge the demands of his trade as to quality, 
quantity and price and to buy to that demand.’ 
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O’ Donnell Aristocrat 


Style Boots of 
Character 


A Complete Stock Line 
of Ladies’ and Men's 
Popular Priced Riding 


Footwear. 


Built over new English pat- 
terns and tree legs to give 
that smart “tip forward” 
effect. 

Write for our new re- 


vised price list showing 
complete stock line. 


Visit 
Our display at 
the Commodore 
Hotel, Room 1273, 
during National 


Seasonal Opening, 
December 6th to 


New Ladies’ black calf boot. 9th. 


Niiwebiavaere dite. 
The O' Donnell Shoe Co. 


St. Paul - - - Minnesota 
New York Office 531 Marbridge Bldg. 







































MARBRIDGE 
BUILDING 
















BROADWAY 
at 34th St. 


The lines permanently displayed at the Marbridge 
Building always merit your attention. The show- 
rooms of the national leaders in the shoe and 
leather industries are maintained - here .all year 
round. 

Desirable . office - space for appreved tenants. 


MARBRIDGE BLDG. CoO., INC. 
1328 Broadway "2 pe New York 









“Schiaparelli excellent small collection. Delicious 
sherbert shades, orange, apricot, peach, lemon, grena- 
dine in new jerseys resembling fantasy piques with 
slight peaudange finish called Jerselli used resort 
day evening dresses, also dark light grays, hyacinth 
purplish blues, dark brown, pinks, beige day woolens ; 
copper pale empire green satin jerseys; cream velvet 
jersey for excellent evening dresses. Evening sil- 
houtte straight sometimes clinging with slight flare 
below knees, topped by short bulky contrasting even- 
ing capes, boleros of shirred velvet or blistered plush 
ribbons. 

That is rather interesting to us. I don’t know 
' whether you are interested in bathing clothes espe- 
cially, but we have thought the beach dresses were 
going to be more prominent this year rather than 
the overalls. 

Miss RHEA Nicuots, Allied Kid Co.: I am just 
going to try to give you a few impressions inter- 
preted in shoe terms that might help you in forming 
an opinion for your style program. 

At our meeting the other day in the Textile Color 
Card Association, they had 81 colors for the standard 
card. However, these may be roughly divided into 
three groups. Your first group I would call the 
group. of neutrals, an even amount of grays and 
beiges. The interesting thing about the grays were 
that they were much easier to wear than any grays 
we have ever had that I can remember since I have 
been in the shoe business. 

Now, we know that if a woman was smart, she 
would not want to wear an all-gray costume, but 
there are so many women who are not smart, so 
that you get a degree of the high fashion interest in 
matching accessories, carrying over into the volume 
group, and you will sell a certain amount of gray 
shoes. 

With gray and beige both being so very important 
in this costume group, this will also be felt in acces- 
sories. In talking with some of our very smart whole- 
sale milliners, who have to order their bodies in Italy 
far in advance of the actual season, they have ordered 

great many natural colored bodies, hats, and a great 
many grays. They also believe that you have an 
opportunity to use gray and beige accessories with 
sport costumes. 

The second group of colors was a group of dusty 
pastels. Those were pastels sort of grayed over 
that, well, for the want of a better expression we 
might call faded pastels. It is the consensus of 
opinion among designers, both in millinery and in 
clothes, that this group of pastels will be very im- 
portant for Palm Beach. With this group of faded 


As They See the Coming Styles 


[CONTINUED FROM PAGE 15] 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov. 12, 1932 


pinks, blues, green, biscuit shades, you could wear 
white accessories, beige accessories, gray accesories. 
If she were very smart she would wear brown acces- 
sories or black accessories. 

Miss HELEN A. Cornettius, Harper's Bazaar: We 
feel that in this past season the higher neckline had 
a certain effect on the higher shoe line, or vice versa. 
As to the belt line, or waist line, I will read from Miss 
Howard’s cable just received this morning to con- 
firm that: 

“Waist lines high, normal, or low. Patou con- 
tinues low line, especially for evening—” 





And you may recall how Miss Howard brought 
that out very strongly when she returned from Paris 
this Fall, saying the low waist line was a very beauti- 
ful one for evening and for formal afternoon, but as 
yet she could not see it for daytime. 

“however, there will be probably in the Spring 
collection a greater dramatization of that lower waist- 
line.” 

I never can understand a cable when it is read to 
me, but I will try to read this. It has just come in, so 
I haven’t had time to analyze it completely and give 
it to you the way I should like to, but as I take each 
thought I will try to bring that into or down to the 
point of shoes and what it should mean to shoes. 

“Fabrics of the midseason collections particularly 
interesting. Emphasis. on new linens resembling 
wools ; in tweeds diagonal and rustic weaves.” 

That answers a question that we have been asked 
for the past month or more by fabric people and 
dress people and shoe people: Will the rustic 
weaves continue? We feel that there is a refinement 
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of the rustic weaves, but that they will continue and 
continue importantly for those classifications which I 
just mentioned, the sports, and the country town 
clothes. These linens will also resemble tweeds, di- 
agonals and the rustic weaves. 

“Also new cottons including croquelle effects or 
the blistered effects (which I heard the representative 
from Vogue mention as I came in) and weaves imi- 
tating wools. In woolens there are ribbed, wide ribs, 
also many diagonals, also rustic and rough surfaces, 
also fine checks in almost every collection either in 
wool or silk. Wool jerseys with many angora ef- 
fects.” 

That answers the effects—will the angora effects 
continue ? 

“For more formal day wear, velour delain types 
and broadcloth.” 

Which answers the question: Will we have 
smoother surfaced woolens? As I understand it, 
many of the volume woolen manufacturers in the 
past season put in a lot of smooth woolens and, un- 
fortunately, the demand seemed to be for rougher 
“textures. 

Miss Rutu Kerr, representing Calf Tanners: In 
view of the great amount of material on color that 
you have had given to you this morning, I am going 
to speak very specifically of the actual colors that 
we have chosen for shoes. 

COROSAN—That is the first color, a very light 
beige, but you will notice it is neutral in cast. Beige 
shades are assuming greater fashion significance in 
women’s apparel; especially neutral casts, such as 
ficelle (string), grege and natural. Corosan is the 
lightest interpretation of this important color family. 
It complements pastel as well as beige costumes. 

CHAFF is a darker shade and still neutral: in the 
string or ficelle range. It is a clear medium tone of 
the same neutral beige family, darker than Corosan. 
This leather color is smart used alone or in com- 
bination with Corosan, Fawn Brown, Indies Brown 
or Black. It is especially suitable for town wear. 

We feel that darker beige is the one which will be 
worn in the North early, that the light beige will be 
worn in Florida, Texas and southern California, 
where they like a lighter shade. We have put those 
in the same family for different uses. 

FAWN BROWN—A shade that has proved very 
successful for general wear. It is repeated as a 


staple shoe color because of the increasing interest. 


in lighter costume browns. Fawn Brown is popular 
in combiriation with Indies Brown ‘and also combines 
well with Corosan and Chaff in two or three-color 
effects. Fee 
INDIES BROWN ‘is'thé dark brown ‘Mrs. Rorke 
stressed so strongly in our color meeting last month. 
It is the true dark brown, most widely accepted ver- 


_sion of a neutral dark brown_leather, significant in. 
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Spring fashions because of its versatility. It is an 
effective accent to beige, gray, pastels, white or 
deeper animated tones. Indies Brown also keys with 
all costume browns. 

SWAGGER BROWN is an entirely different kind 
of color. That is the third color you see there. This 
shade receives added emphasis because it is a per- 
fect interpretation of the Russia tone of leather. It 
is the correct accent to the very fashionable swagger 
type of costume. That has been stressed in this 
meeting also. The Swagger Brown—or the swagger 
type of costume—is not an idea, but a definite type 
of fashion, but it takes place in town wear and town 
and country clothes both. It is interesting because 
it has versatility, but it doesn’t fit every occasion. 
Swagger Brown is especially smart, with navy or ox- 
ford gray tailleurs and also with the new rust shades. 

ADMIRALTY BLUE—The classic version of 
navy blue, always successful for Spring promotion. 
Admiralty Blue assumes added importance for the 
coming season because of the continued style signifi- 
cance of navy and the coming trend toward a wide 
gamme of softer blues. 

In that mention we should again stress the hyacinth 
range and lighter blues which would be worn with 
dark blue shoes or with gray, perhaps. 

This takes in all the colors but black. We men- 
tion here, as always, black leathers will represent a 
substantial proportion of early Spring shoe business. 
In addition to its importance as a staple, black has 
style prestige as a contrast with the new light beiges, 
grays and pastels. 

Finally, we have chosen two high style colors 
which have not been listed here with the exception of 
sun rust. One is the shade sun rust itself. It is a per- 
fect interpretation of the new rust family. It is smart 
to be used in combination with white, for high style 
shoes and limited use for all-over shoes, as worn in 
Paris. That is the color that Vogue and Harper’s 
representatives have mentioned as the dark reddish 
brown. 

The other high style color we have chosen is a gray. 
And this gray answers the question Miss Cornelius 
mentioned. It is a sort of substitute for gray. It is 
a very warm shade. It is in this piece of ribbon 
sample. It is a very neutral shade and yet it is 
warm. It is not a blue tone. This high fashion 
shade for shoes has been especially created because of 
the growing significance of the gray family in Spring 
costumes, due to its neutral qualities. It bends 
smartly with all the sibtle new grays in textiles. 
This gray leather shade combines effectively with 
black, Indies Brown and Admiralty Blue, and a note 
might be made that this kind of gray will be worn 
with certain shades of the shrimp tones and pastels, 
preferably chosen by a high-fashion-minded woman 
who knows a distinction in that kind of thing. 
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TO ANY SHOE STORE 


SELLING. MEN’S SHOES 
OF GENUINE KANGAROO 


A MERCHANDISING CAMPAIGN 


M MATS 


INCLUDING 


OF NEWSPAPER ADVERTISEMENTS *# 


THAT WILL HELP MOVE YOUR ENTIRE STOCK 


Would you like your store to have the 
benefit of ‘advertisements written by a 
skilled advertising agency—with command- 
ing illustrations, and gripping “headlines”? 
Would you like an experienced merchan- 
dising expert to show you how these adver- 
tisements can increase sales on all your 
stock? 


The Kangaroo Association has created 
this material, and will be glad to send it, 
free, to any shoe store handling shoes of 
genuine Kangaroo. 


Each of the advertisements is written to 
carry only the name of your store. They 
will bring you: customers to whom you can 
sell many things besides shoes of KANGA- 
ROO; they will make it possible for you to 
cash in on the fast growing, popular interest 
in this superb leather. 


- ]angareoo 


We have-prepared a newspaper called 


‘the “Daily Sales” in: which we show you 


how these advertisements would look in 
your local paper. You have a choice of 
four different advertisements and four sizes 
of each one. The “Daily Sales” also ex- 
plains the merchandising plan, and how 
these advertisements will help increase 
sales on every item you stock. 


Send for your free copy of this news- 
paper, the “Daily Sales,” addressing your 
letter to the Kangaroo Association, 9th and 
Westmoreland Streets, Philadelphia, Pa. 
This Association, and the material it is 
offering to help you increase the profits 
from your business, is sponsored by the 
Surpass Leather Company, Philadelphia; 
the Richard Young Company, New York; 
and the Ziegel Eisman Company, Boston. 
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A LASTING ECLIPSE 


An important advance in the art of good shoemaking is made 
possible on this new type of last. 

A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 
edge of this recess. 

When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 

The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 

The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Large Hide Purchases 


BostoN—The International Shoe Co., 
Endicott Johnson Corp. and United 
States Leather Co. are reported by the 
Boston News Bureau to be the large 
ouyers who entered the hide market this 
week and took quantities of packer 
hides at an advance of a full % cent a 
pound. This move came quite sudden- 
ly in a market which for a considerable 
period had been in lethargic state. 

Purchases by the two big shoe com- 
panies and the large sole leather tan- 
ner, as well as bookings by packers 
themselves to their own tanning plants, 
accounted for the bulk of sales in the 
packer market, which are placed be- 
tween 350,000 and 400,000 hides. Both 
Internatioal Shoe and Endicott John- 





son have had a good business, have been [ 


in active production since summer and 
have found it necessary to replenish 
hide supplies. 

After a rise from June lows, which 
carried light native cow hides from 3% 
cents to a high of 8 cents early in Sep- 
tember, the hide market suffered a 
sharp relapse in early October, follow- 
ing several weeks of stagnation. Some 
sales of light native cows were made 
at 5% cents, which established the 
market, although no very heavy trans- 
actions were effected at that level. The 
most recent sales put the price back to 
6 cents. The upturn in packers has 
not, however, affected the country hide 
market, which remains quite dull. 





Hide Exports in Excess 


NEw YorK—Foreign trade in cattle 
hides during September again showed 
an excess of exports over imports, 
marking the third consecutive month 
in which this unusual movement has 
taken place, according to a review pub- 
lished today by the New York Hide 
Exchange. 

Imports of cattle hides have been 
sharply curtailed, the imports during 








the first nine months of this year 
amounting to only 810,000 hides, com- 
pared with 1,395,000 hides during the 
corresponding period in 1931 and 3,344,- 
000 hides during the same period in 
1930. 





September Shoe Production Up 


WASHINGTON, D. C.—The Depart- 
ment of Commerce in a report just 
issued, presents statistics on the pro- 
duction of shoes for September, 1932, 
representing 1090 factories. These sta- 
tistics represents establishments that 
reported more than 98 per cent of the 
footwear at the 1929 census manufac- 
turers. 


PRODUCTION OF BOOTS AND SHOES 


SEPTEMBER, 1932 
PRODUCTION OF FOOTWEAR, OTHER THAN RUBBER, BY MONTHS 


1930, 1931 AND i932 
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The total production of footwear in 
factories reporting for September, 1932, 
indicates an increase of 9.4 per cent 
over August, 1932, and 7.7 per cent 
over September, 1931. 

For the period from January to Sep- 
tember, however, production figures 
show a loss of 7.1 per cent as compared 
to last year. Men’s shoes for the nine- 
month period show a production loss 
of 11 per cent; boys’ and youth’s a loss 
of 16.7 per cent; women’s a loss of 4.2 
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per cent, and Misses’ and children’s a 
loss of 5.38 per cent. Offsetting these 
losses, the classification ‘“All-Fabric” 
show a gain of 39.2 per cent. 

That part of the report having to 
do with production by States, indicates 
that for the January-September period 
as compared with last year, Massa- 
chusetts is the only section to show 
a gain. This is given as 11.6 per cent. 
Other shoe manufacturing States show 
losses of from 1.7 to 17.5 per cent. 


Sells Many Shoes 


SPRINGFIELD, ILL.—Over 200 Spring- 
field, Ill., merchants cooperated in offer- 
ing quality merchandise at prices un- 
precedented on Oct. 28-29. The Leurs 
Shoe Store, 217 South Sixth Street, 
offered a leather overnight case with 
each pair of shoes purchased in the 
two days at $4.40 or over. Hundreds 
of suitcases were given away. 

The S. A. Barker Company, the Reisch 
Shoe Shop, the Chas. J. Wetterer de- 
partment store, Roland’s department 
store, the Mitzi Hat Shop, Morrissey & 
Argus, all enjoyed a good sale of shoes. 

“Entirely satisfied” was the feeling 
expressed by merchants following the 
completion of the two-day sales event 
that brought thousands of visitors and 
Springfield people to the local stores. 


Blocks Alleged Rubber Dumping 


WASHINGTON, D. C.—Commissioner 
of Customs F. X. A. Eble has issued an 
order to all customs appraisers and col- 
lectors of customs to suspend appraise- 
ments of waterproof rubber footwear, 
including rubber boots of all kinds, im- 
ported into this country from Czecho- 
slovakia. 

An order of the same sort previously 
had been issued against rubber foot- 
wear from Japan. 











MositE, ALA.—The Royal Bootery, 
with the expiration of the present lease 
at 119 Dauphin Street, will vacate the 
building and move to a new location. 
which has not yet been announced. 
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HAND-TURNED 


THE WINDOW SPEAKS FOR ITSELF 





SAN FRANCISCO, CaL.—One of the 
many interesting window displays show- 
ing footwear of Beaufelt, a felt fabric 
that is being featured extensively by 
prominent stores in various cities of 
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the country, is this one of Frank Wer- 
ner Co. Merchants here and in other 
cities report a growing interest on the 
part of women in felt as a shoe mate- 
rial. 
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New Shoe Specialty Shop 


CHIcAGO—The Teenya Shoe Shop has 
just been opened on the fifth floor of 
Carson, Pirie, Scott & Company. This 
is in close proximity to the other Teenya 
shops (dresses, hats, and lingerie) 
which cater to the small woman. Shoes 
here, which include models for all occa- 
sions, are priced at $5.50. They come 
in the medium low heel for business 
and walking wear and in a slightly 
higher heel for dress. 





Enlarges Store 


TOLEDO, OHI0O—Paul’s Shoe Shop at 
the corner of Summit and Adams 
Streets, has been enlarged to include 
a popular priced women’s apparel de- 
partment. Harry F. Grossman of 
Youngstown, Ohio, will be the manager 
of the new department. 








“Jim” Smith with E. E. Taylor Co. 


BROCKTON, 
Mass.—James P. 
Smith, formerly 
vice-president of 
the Peck Shoe 
Company, has re- 
signed from this 
position and has 
become associated 
with the E. E. 
Taylor Corpora- 
tion. 

Mr. Smith, be- 
sides his execu- 
tive duties, will devote his time, with 
Millard S. Peabody, vice-president of 
the E. E. Taylor Corporation, in pro- 
moting the distribution of Taylor’s 
shoes throughout the United States. 

Mr. Smith’s long experience and ac- 
quaintance with the large retail out- 
lets throughout the country and his 
thorough knowledge of styling and dis- 
tributing men’s shoes are well known. 





James P. Smith 
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» WHAT'S SELLING? ¢ 








Bostonese Bits 


BostoN—Bootjacks at $1.50 per jack, 
if of plain wood, and more if metal 
trimmed—the horse show was on last 
week, and aristocratic styles in plenty 
in action. 

They’re fitting oxfords wider to 
gentlemen. Wool socks, quite sporty, is 
the reason. The wool takes up more 
room within the shoe than does silk. 
Men may have no vanity in their hosen. 
But they’re buying hotfoot the foot 
woolies. 

Pumps, of black satin, if not of pa- 
tent leather, with cut steel buckles quite 
sizeable, are as staple as wheat. 

For those who must have a strap, 
by reason of high instep, heel slip, or 
the line, there’s a hew one-strap pump 
with a snappy bow of leather on the 
strap. 

High styles in high sizes, No. 8% 
to. No. 10, AAAA-C widths, is the 
feature of one leading store. No extra 
charge for these highs, and they’re 
fitted to perfection. 

“College Foxes,” new as broadcasts 
from the gridiron, are oxfords that 
lace on the side, through lace stays of 
the Wales pattern, the uppers being 
of “water-shed” suede, brown, and the 
soles of leather, quite heavy, or of 
rubber. Built up heels of leather go 
with the rubber soles. — 

Three brass eyelets, highly polished, 
on either side of the lace rows give a 
sizable touch of style to some new 
brown suede oxfords, the eyelets being 
oversize as well as oval, and a wide 
ribbon lace passing through them. 

On either side of a shirred front on 
a high throated pump of brown are 
three buttons of gilt, with inlays, and 
since a gore is concealed beneath the 
shir, the shoe may also pass as a 
stepin. 

Black ostrich is sighted again, this 
time in a popular novelty line. 





New Galoshes 


CuiIcaco—Marshall Field & Co. are 
showing an interesting line of foot- 
wear for stormy weather, including 
some new galoshes. These are in 
black and brown rubber (resembling 
calfskin) and are trimmed with “rep- 
tile” toes and foxings. They have con- 
cealed zippers and smart strap fast- 
enings. They come in either net or 
fleece linings and in three heights of 
heels. Low rubbers simulating suede 
perfectly in black and brown have 
either French or Cuban heels. There 
is little demand here for cloth or 
tweed galoshes, it is reported. 





Features Ballets 


NEW ORLEANS—Schiro’s, 1920 Canal 
Street, one of the city’s outstanding 
shoe stores, according to Philip Schiro, 
sells more ballet shoes than any other 
southern dealer. 





Chicago Style Fantasies 


Cuicaco—Charles A. Stevens & 
Company are featuring Latin-toe vel- 
vet pumps with beaded strap and 
motif. These are shown in black and 
brown suede also. 

At I. Miller a stunning pump is 
being shown with the new large cop- 
per button-buckle. Tiny lacings are 
tipped with copper. .This model comes 
in black, brown, green and beet-root. 

Bows are being shown prominently 
in Cutler’s windows. They are in rep- 
tile, patent leather and velvet. 





Selling Better Grades 


AMARILIO, TEx.—Alex Canon, of 
Blackburn Bros., men’s wear, reports 
that the last six months has run the 
$5 shoe ahead, but with the increased 
calls for the $7.50 shoe, it is his opinion 
that the better shoe will lead the sea- 
son. Plain blacks and black brogues 
are best sellers, but a medium brown 
holds good. Mr. Canon states that it 
is not hard to sell a better shoe at 
higher prices to customers. 





Suedes Dropping Off 


MILWAUKEE, Wis.—Local dealers re- 
port a brisk demand for plainer pumps, 
lead by blacks and closely followed by 
browns, which are always favorites. 
Oxfords are selling in large quantities. 
Suedes have dropped off, as have strap 
models. Those shoes which women 
seem to like best are equipped with two 
pearl buttons on the sides. High cuts 
for youngsters find a ready market 
this Fall. 








COMING TRADE EVENTS 


New York—December 6, 7, 8, 9, 1932. Hotel 
Commodore. National Boot and Shoe Manu- 
facturers’ Association. Seasonal Opening. 

Chicago—January 9, 10, 11, 1933. Palmer 
House. National Shoe Retailers’ Association. 
Annual Convention. 

Toronto—January 9, 10, 1933. Royal York 
Hotel. Canadian Shoe Retailers’ Association. 
Annual Convention and Shoe Exhibition. 

Chicago—January 12, 13, 1933. Palmer House. 
National Shoe Travelers’ Association Annual 
Meeting. 

Boston—January 16, 17, 18, 1933. Hotel 
Statler. 11th Annual Boston Shoe Show and 
Convention. 

Baltimore—January 23, 24, 25, 1933. Hotel 
Lord Baltimore. Middle Atlantic Shoe Re- 
tailers’ Association Annual Convention. 

Fort Worth—February 6, 7, 8, 1933. Hotel 
Texas. Texas Shoe Retailers’ Association, 
Annual Convention. 

Indianapolis—February 6, 7, 1933. Hotel Clay- 
pool. Indiana Shoe Travelers’ Association 
Annual Meeting. 

Des Moines—February 27, 28, March 1, 1933. 
Hotel Fort Des Moines. Northwestern Shoe 
Retailers’ Regional Association Annual Con- 
vention. 

Everywhere, April 16, 1933. Easter Sunday. 














FLEXIBILITY and 
SUPPORT 


A-W Turn Shoes are flexible and 
arch supporting; they embody a 
corrective arch support in a Turn 
Shoe. 





No. 720—One-strap Center Buckle; 35 
Last; 15/8 Heel. In stock AA to E. 


Price $3.00 





No. 318—Blk. Kid Trim Open Throat Tie; 
_— 14/8 Wood Heel. In stock AAA 
so C. 


Price $3.15. 


mea Se RD Se 


PROPHYLACTIC ARCH 





AULT-WILLIAMSON 
SHOE CO. 
AUBURN, MAINE 
ALSO MAKERS OF 
CONSTANT COMFORT and 


YE OLDE TYME COMFORT 
TURN SHOES 








































How Gude’s Plan Seasonal Promotions 


[CONTINUED FROM PAGE 17] 


this season and more direct pull, con- 
sidering the volume of business, than 
ever before. 

This season Gude’s has concentrated 
entirely on newspapers, using mid- 
week editions in preference to Sunday 
issues. Size varies from 4 x 10% in. 
to 3 col. 14 in. Appropriations are 
made on the basis of total volume of 
sales for each department and are 
broken in six-month periods and again 
into monthly expenditures. All copy 
is typographically set, conforming in 
layout and use of type face, thus as- 
suring a continuity in appearance that 
is easily identified with the store. 
“We try to use as much as possible of 
the original copy,” explained Mrs. 
Hamilton, “but give it a localized ver- 
sion as well, inserting some slight 
style twist.” 

Full figures are rarely used. If 
ever, they are purely incidental, show- 
ing the type of costume for which the 
shoes illustrated are suitable. 

Phrasing is carefully studied. Note 
in the advertisement introducing a new 
price on the street floor the phrasing 
“Quality has once more become a 
fashion.” 

Of this Mrs. Hamilton says, “We 
are not attempting to make our cus- 
tomers trade down by cheapening the 
quality of Gude shoes in the creation 
of a new low price.” 

Copies of all newspaper advertis- 
ing’ are distributed to every section in 
both stores, whether or not it concerns 
that department. Bags and hosiery 
are considered such important acces- 
sories that they are given special men- 
tion in every Gude advertisement and 
always at the bottom appears this line, 
“Good Shoes and Hosiery,” And every 
insertion practically features a special 
handbag to accompany the shoes illus- 
trated. 

Fashion accents are perceived in a 
trio of advertisements, each featuring 
a different price and each exploiting 
suede. For example, here is one stress- 
ing the dressmaker touches, another 
three different treatments of pumps, 
and the third, line and material. Style 
again is played up in the introduction 
of a new $5 price in the second floor 
Rose Shop of the Broadway store. 

Windows are planned on a definite 
color and style theme. Settings are 
changed every week, appearing first 
in the Seventh Street store, which 
makes a specialty of better priced 
shoes. A week later they are, in most 
instances, transferred to the Broad- 
way unit. Panel backgrounds are a 
favored medium for window decora- 
tion. These reflect the color of the 
shoes displayed. This season, win- 


dow cards, repeating the color tones 
of the dressing, bear the inscription, 
“The Standard of Quality Stands” 
(Gude’s institutional message), with 
no mention of price. 

Each window carries out a definite 





theme. At the Seventh Street store, 
for example, there was recently fea- 
tured one side window in black and 
yellow, another in brown and green, the 
dark tones representing the shoes. 
The opening of the opera season, the 
beginning of the college year, football, 
etc., are some of the seasonal themes 
receiving special window treatment 
backed up with advertising. Recent 
windows devoted to the football game 
of that week featured in one window 
low heel active and spectator sports 
styles, in the other footwear for the 
street, and in a center island shoes for 
formal occasions after the game. 
Panels and colors represented the visit- 
ing and home colleges. 

Gude’s salespeople are trained to 
ask, “How can I help you, madam?” 
rather than “What size, please?” 
Correct and incorrect fashions in ac- 
cessories, modeled with complete cos- 
tumes, are presented to them in an 
elaborate evening revue. Hats, jew- 
elry, shoes, hosiery and bags are shown. 
For this institutional event, lasting 
from one to two hours, and staged in 
the spring and fall, costumes are as- 
sembled from one of the leading ready- 
to-wear stores in the city which does 
not operate a shoe department. 

Held this season early in September, 
twelve complete ensembles were pa- 
raded, starting with active sportswear 
and including footwear for tailored 
town, street, late afternoon and for- 
mal dress. These ensembles are 
planned by the merchandise head in 
cooperation with the hosiery and hand- 
bag buyer. 


Now Dr. Locke Shoes 
Are to Be Made in U. S. 


Following a consultation between 
Herbert N. Lape of the Julian & 
Kokenge Co. of Columbus, Ohio, and 
the owners of the Perth Shoe Company, 
Ontario (who have the exclusive rights 
to make shoes over the lasts designed 
and endorsed by Dr. M. W. Locke of 
Williamsburg, Ontario), the Julian & 
Kokenge Co. was selected to make these 
shoes in the United States. 

A new corporation is in formation, to 
be termed the Lockwedge Shoe Corpo- 
ration and it is understood that the 
first order to be placed will approximate 
50,000 pairs. While in Perth, Mr. Lape 
saw many letters, telegrams and re- 
quests for agencies, indicating a nation- 
wide interest in the Locke Foot Clinic 
and the distinctive shoes used to supple- 
ment the treatment. 





Appointed Assistant Manager 


DALLAS, TeEx.—Appointment of A. C. 
Patterson as assistant manager of the 
Friendly Five Shoe Store has been an- 
nounced. 
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Who Signs the Order Pad? 
By Herman Delman 


This year it’s taken more than well- 
filled sample cases, strong sales talks 
and weak “stories” to make sales. Those 
of us who have dusted off and oiled 
up our creaky thinking machines have 
made astonishing discoveries. 

For instance, I found out that the 
fellow I had to sell was the clerk in the 
retail shoe department, not Mr. Retail- 
er himself. 

I directed my selling campaign ac- 
cordingly. I passed the time of day 
with Mr. Retailer and had him arrange 
meetings for me. I talked informally 





Delman Shoe Salon in Madison Avenue, 
New York. 


with the men in the shoe department. 
After you sum up the ideas exchanged, 
I think I got more out of it than they 
did. Certainly, my order pads show it. 
This is the most successful selling tour 
I’ve ever made. (Yes, I mean by actual 
sales.) 

The man in the shoe department is 
wide awake today. There was a time, 
not so long ago either, when sales. clerks 
were so scared they might lose a sale, 
that they talked price and sold cheap 
merchandise. It didn’t pay the cus- 
tomer. It didn’t pay the clerk. They 
both found it out. 

Today, these men are selling quality. 
They’re not afraid to try a shoe on a 
woman’s foot because it’s the highest 
priced shoe in the store. They’re not 
afraid to remind their customers that 
it’s wise and real honest-to-God economy 
to buy one pair of well-fitting, well- 
made shoes instead of a shoe which is 
cheap in workmanship and materials 
as well as in price. 





Bellows to Manage The Bootery 


MONTGOMERY, ALA.—A new shoe de- 
partment has been opened in the store 
of A. Hachman, Inc., and the depart- 
ment will operate under the name of 
the Bootery. Harry Bellows will hold 
the position as manager and buyer of 
the department which will feature shoes 
selling from $6.75 to $8.75. 











“SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


When writinWhen writing advertisers ‘please mention Boot |and: Shoe Recorder 

























WHERE TO BUY 
Sheepskin Slippers 











BUNNIES, TURNS and PREWELTS 
SHEEPSKIN SLIPPERS 
For Men, Women and Children 


B. & B. SHOE CO. CHICAGO 
NEW YORK OFFICE—1350 BROADWAY 
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WHERE TO BUY 
Men’s Shoes 
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“Tlettleton 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
_H. W. COOK, President 
Syracuse, N. Y. 





























Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 


‘SHOES 
Brockton, Mass. 









































» TRADE DOINGS < 





Chiropodists Discuss 
Cooperation 


CuIcaco—A closer cooperation be- 
tween the chiropodists and the shoe re- 
tailers in a community was one of the 
important points discussed at the IIli- 
nois Association of Chiropodists and 
Foot Specialists held in Chicago Oct. 
29, 30, 31. 

“Improper shoes cause bow-legs and 
the proper shoe will correct this diffi- 
culty,” Doctor Demeur said. The real 
point, however, that was brought out 
at the convention was that satisfactory 
and permanent relief for foot troubles 
can only be accomplished when the 
treatment is followed up by wearing 
the correct shoe. 

“We want the shoes to receive proper 
credit,” said Doctor Mahaffy. “Forty 
per cent of the chiropodists in this 
country have had shoe experience and 
well know the value of correct shoe 
fitting.” 

An important movement is now in 
progress to increase. good feeling be- 
tween chiropodists and retailers in the 
small towns by holding regular meet- 
ings at which various differences can 
be threshed out and amicably settled, 
he went on to say. 


A Style Suit 


SALEM, Mass.—Suit has been entered 
here, in the superior civil court, by 
the New England Shoe Pattern Co. of 
Haverhill, against the Ruth Shoe Co- 
of Salisbury, Mass. The pattern firm 
alleges in its bill that it had, on Aug. 8, 
1932, 42 designs of shoes, all of which 
were original with itself. It loaned 
these designs to the shoe firm, to choose 
from them such designs as it approved. 
It furthermore alleges that the shoe 
firm had patterns made from these de- 
signs, without the knowledge or consent 
of the plaintiff, and that it made shoes 
from these patterns, which it sold at a 
profit. By selling these shoes, of new 
designs, it destroyed the value of the 
designs, and thereby injured the plain- 
tiff’s business. 

The pattern firm asks that damages 
be assessed on the shoe firm. The latter 
enters a general denial to each and 
every allegation, and its counsel, Essex 
S. Abbott files a demurrer setting forth 
the declaration that there is no legal 
cause for action in the matter. 

This suit first was filed, as an action 
of tort, in the Haverhill district court, 
and it is now transferred to the su- 
perior court. 


Boston Boot and Shoe Club to 
Meet 


BostoN—The 45th annual series of 
monthly Boston Boot and Shoe Club 
dinner-meetings will be inaugurated 
at Hotel Statler on the evening of 
Wednesday, Nov. 16, 19382, at. six 
o’clock. 
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CHINESE CHAIN STORES 


LIEN HAO STORES! Those are chain 
stores in China. The U. S. Department of 
Commerce reports that chain stores have been 
going on for a long time in China. And a long 
time is a long time in China. One Lien Hao 
chain has 600 branches. Most every time some 
modern thinks something new has been turned 
up, along comes ancient China and says, “Old 
stuff.” 





The program prepared will include 
an address on the business outlook by 
President M. P. Gaddis; an address set- 
ting forth the menace of national, 
State and local taxation by C. P. Den- 
nett of the Massachusetts branch of 
the National Economy League; an in- 
terpretation of the shoe style picture 
for 19383 by Arthur D. Anderson, edi- 
tor of the Boor AND SHOE RECORDER, 
and a statement covering credit con- 
ditions in New England by Joseph M. 
Paul, secretary of the Boston Credit 
Men’s Association. In addition, there 
will be an educational exhibit of illu- 
minated shoe patterns by Harry P. 
Kenerson, of the United Shoe Co., and 
Burton B. Armstrong, footwear illus- 
trator, Boston, will contribute an ex- 
hibit of shoe illustrations. 


U. S. M. C. Moves Branch 


WORCESTER, MAss.—The branch office 
of the United Shoe Machinery Corpo- 
ration, being transferred from Marl- 
boro to this city, will be established 
about Dec. 1, according to Ralph N. 
Roberts, branch manager. The space 
leased by the company at 71 Mechanic 
Street is undergoing alterations. When 
the transfer is complete, Worcester will 
be the headquarters for a staff of 63 
salesmen, service men and clerical work- 
ers. Mr. Roberts will continue in 
charge of the branch. 








Calls Protest Meeting 


York, Pa.—Mahlon N. Haines, pro- 
prietor of the chain of some 50 shoe 
stores which bears his name, is again 
leading a protest against high real es- 
tate taxes in his home town here. Mr. 
Haines has called together representa- 
tive citizens of each voting district in 
the county to attend a tax protest din- 
ner as his guests. He expects to en- 
tertain about 300 persons, representing 
a large portion of the populace of the 
county. 





To Spend More on Advertising 


CuicaGo—The Fair store will spend 
more money on newspaper advertising 
than it ever spent in any previous 
month, D. F. Kelly, president of the 
Fair, announced the other day in a 
speech before the Newspaper Advertis- 
ing Executives Association. 

He went on to point out the present 
need of high class, honest newspaper 
advertising as being one of the best 
mediums of advertising by the retail 
merchant. 
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Enjoy real comfort, genial 
social life, free use of gym- 
nasium, beautiful swimming 
pool, comfortable lounges, 
library, open air roof garden, 
restaurant. Separate floors 
for men, women and couples. 
Within walking distance of 
business, shops and amuse- 
ment centers. 








Rates DAILY S1°°3°° WEEKLY fron 58 


Five minutes from Pennsylvania or 
Grand Central Stations 


A NEW 23 STORY CLUB HOTEL 











KENMORE HALL 


145 E. 23rd STREET, NEW YORK CITY) 
Gramercy Park Phone Gramercy 55-3840 





Your Store Name 
individualistic 


PRICE TICKETS 





7 #«Any Assortment of 


pee . Prices Wanted 
; 100 tickets 
$ , : 200 tickets 
—with store name in type— 
~S te black unless otherwise re- 
s quested. 
pet (If special hand-drawn design 
: | add 75c. to initial order.) 


Without store name 





Check in advance must 
accompany order— 
For your Oct., Nov. and Dec. 
trims we have appropriate 
seasonable tickets in-stock. _ 
umes and Samples on Request. ,--° 
ted border, green leaves on white eae 
stock—black figures gat 


oP a BOOT & SHOE 
RECORDER. 

367 W. Adams §t., 
CHICAGO 

0 with store name 

0 without store name 
check enclosed 


Polly Clip 
Ticket holders 








Are You Planning To 
Open a 
Retail Shoe Store? 


New JERSEY 
MASSACHUSETTS 
RHODE ISLAND 


New York 
PENNSYLVANIA 
CONNECTICUT 


F you are planning to go into the 

retail shoe business in any of the 

States listed above, it is to your interest 
to write immediately to us. 


We are a large organization, with 
many years of experience in the retail 
shoe field. We have a cooperative plan 
that will assure you of the following 
things: 


(1) Buying at lower prices. 
(2) Style selection that is correct. 
(3) Less overhead in operation. 


(4) Every possible advantage enjoyed 
by the largest chain store systems. 


(3) A surer, safer profit. 


E can assure you that our plan is 
interesting and will merit- your 
most careful investigation. 


If you will write to the address below, 
we will give you the information in per- 
son or by mail. Write today. 


BOX D190 


Boot and Shoe Recorder 
239 W. 39th ST. 


NEW YORK, N. Y. 











When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Women’s Shoes 





BARA AAAAL) RAMA 


“The Correct Dodge for All Occasions’’ 
GENUINE HAND 


TURNS 


No. 22108 
PAT. LEA. 
SEAMLESS 

OPERA 


@ $2.85 0 







veer eseeks 4 TO 8% 


Del Bls Der he 


NEWBURYPORT, MASS. 
“ONE GOOD TURN SELLS ANOTHER” 


10400000000 000000008 





FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 














WHERE TO BUY 


Sport Footwear 
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New Shoe Sterilization Process 


New OrLeEANS—Restoration of old 
shoes through a special process in- 
vented by Jules Schroth, owner and 
manager of the Cosmo Shoe Repair 
Shop, fulfills a longfelt want often 
expressed by physicians and chiropo- 
dists for a long time. The Schroth 
method of sterilizing old shoes before 
repairing them is said to be an exclu- 
sive process scientifically correct, ac- 
cording to those who would be in a po- 
sition to know and who have witnessed 
its effect on old shoes. In the treat- 
ment accorded the shoes, Mr. Schroth 
explained: “It is first necessary to open 
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BROWN WINDOW 





CONTEST WINNER 





The prize winning window of the Brownbilt Shoe Store, Lexington, N. C. 


“The Brown Shoe Company of St. 
Louis, Mo., during the past Spring and 
Summer developed a window service for 
its dealer organization offering the nec- 
essary material from which the mer- 
chant could build effective Fall window 
displays. The materials consisted of 
panels, block build-up’s of various sizes, 
felt. letters and appliques, together with 
ready-made plans to be followed in 
trimming windows. 

To stimulate further use of this ma- 
terial and encourage its use in original 
adaptation a contest feature was in- 
jected into the plan which was re- 
sponsible for numerous ideas being de- 
veloped in the improvement of window 
display. 


The following five stores were award- 
ed prizes for individual effort and all 
shared equally in the awards as there 
were no first to fifth prizes given. 

The prize-winning windows were pre- 
pared by the following stores: Buster 
Brown Shoe Store, 415 Riverside Ave- 
nue, Spokane, Wash., effective use of 
material and display of shoes. DeCook 
& Brink, Orange City, Iowa, use of ma- 
terial in difficult window space. Brown- 
‘bilt Shoe Store, Clovis, New Mexico, 
window. display. using harvest and 
agriculture products. Brownbilt Shoe 
Co., Lexington, N. C., eye-compelling 
window in modernistic treatment. Claus- 
er’s Shoe Store, San Jose, Cal., uni- 
formity of display and general effective- 
ness of material used. 














the pores of the leather for a moment 
until the treatment has had enough 
time to penetrate a downward course. 
The gas that is used is put into the 
inside of the shoes under a heated air 
pressure and then chilled air is sent 
into the shoes to remove the slight heat 
that remains in the shoes from the ac- 
tion of the machine. The next step is 
the forcing of a strong antiseptic pow- 
der which is potent enough to kill any 
germ still remaining after the gas 
treatment.” 


Forms Shoe Club 


Stoux Ciry, Iowa.—A shoe club has 
been formed here which meets each 
Wednesday at the Hotel West for a 
noonday luncheon. All retailers, as 
well as traveling men, are welcomed. 
At the last meeting plans for bring- 
ing the 1934 convention of the North- 
western Shoe Retailers Regional Asso- 
ciation to this city were discussed. 
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Children’s Fitting Important 


NEw ORLEANS—Walk-Over Shoe 
Store, family shoe outfitters, is offer- 
ing a complete new line of arch sup- 
port shoes for men, women and chil- 
dren, Manager Harry A. Davis an- 
nounced. Colonel Davis, a shoe man of 
long experience, stresses the proper fit 
in shoes for growing children. “Chil- 
dren’s feet should have special atten- 
tion from their own particular fitter. 
Mothers are now learning that con- 
stant care is necessary to train young 
feet properly,” he stated. 





Children’s Dept. Getting 
Business 


MEMPHIS, TENN.—The new chil- 
dren’s shoe department in Lowenstein’s 
recently added by shoe buyer G. A. 
Spraley is progressing very nicely. 
Poll Parrot shoes are being featured. 
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BOOT AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov. 12, 1932 





metht 







The "Shoe Merchants , 
of America 


like to see your line on display in the 
RECORDER, they like to have their 
memories refreshed about your policies, 
the niche into which your grade fits, see 
your new offerings quickly, and to have 
their faith and buying judgment con- 
firmed if they are now doing business 
with you. 


Cards on the Table, so to speak! What 
is said about your line in the RE- 
CORDER carries conviction, because it 
is said where all may read. 


It aids your road salesmen, makes their 
work more effective. It sells institu- 
tional strength, policies and integrity, 
and KEEPS you in the forefront of trade 
acceptance and good opinion more effec- 
tively than any other form of the 
printed word. 


Creating and multiplying confidence and 
acquaintance of your house and line, 
you SELL more and easier. 


In the Present Readjustment 
of Business 


RECORDER advertising yields the manufac- 
turer the following sound values, at lower 
cost than can be had from any other vehicle 
used for delivering important selling mes- 
sages to 80% of the buying power of the 
industry :— 

Exert a psychological effect upon competi- 
tion. Develop the morale of your sales force. 
Add new outlets. 

Keep present dealers sold. 

Promote your dealer merchandising service. 
Show the effectiveness of your national ad- 
vertising. 

Develop and increase the prestige of your 
line. 

Keep your name, and the service you offer, 
prominently before the trade. 
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WHERE TO BUY 
Spats 





BOND STREET 
S Spats 


America’s best known 
and most demanded line. 
Styled in England — 
made in a full range of 
sizes and correct colors. 
Backed by timely, in- 
and consistent 


adverti in The Sat- 
urday re booning Post. 
Strong merchandising 
Immediate delivery from 
Write today for samples to 


WILLIAMS MFG. COMPANY 
TOG omen, Ohie, U. &. A. 






helps—attractive packages. 


stock. 








WHERE TO BUY 
Ballet Slippers 








BALLET SLIPPERS 


RIGHT AND LEFT LAST 






Black Kid 
Misses’ Giles 
8S oft 
Brooks Shoe Mfg.Co. 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 














BLACK KID BALLET 


SLIPPERS 
Soft and Hard Toe 
Ladies’ 2 2 Re ae $1.85 
Misses’ 11 SD 2B. cebuedinesccses 1.30 
Cotes ©, 00212. cn scicees. cosas 1.25 
Hard Py} 1.00 per pair Higher 


H ° 
50 N. 4th St., Philadelphia 

















WHERE TO BUY 


Shoe Forms 


I Jarry Jorms| 
FOR SHOES AND HOSIERY 
maes frvce elie, 


FAIR YLITE 
Shoe Form Co. Ine., Auburn,N.Y. 














To Exhibit at World’s Fair 


CHIcaco—This week’s bulletin of the 
Century of Progress announces that the 
Phoenix Hosiery Company of Milwau- 
kee has signed a contract for an ex- 
tensive block of exhibit space at the 
coming World’s Fair. According to the 
bulletin the intracacies of hosiery mak- 


ing for men and women will be dra-— 


matized for visitors by means of devices 
and machines in actual operation. A 
full-fashioned hosiery knitting machine 
will be one of the features of the ex- 
hibit. The Fidelity machine which au- 
tomatically selects multi-colors for 
children’s hosiery will be seen in oper- 
ation and another machine will demon- 
strate how the long mileage sox for 
men are made. The complete exhibit 
will show the care and workmanship 
necessary to turn out a quality product. 





British Fair Stimulates 
Confidence 


LONDON, ENG.—The Thirty-third 
Shoe and Leather Fair ended Oct. 7, 


and while it did not satisfy every ex-.| 


hibitor, it managed to stimulate a re- 
vival of confidence among the majority 
of shoe manufacturers. It accom- 
plished something outside of merely 
the booking of orders in that it estab- 
lished a firm basis of prices. Reports 
from the large shoe manufacturing cen- 
ters throughout the United Kingdom 
this week indicate a definite improve- 
ment all around, and the total daily 
output of the shoe factories is larger 
than at any time during September, 
and hopes of a good run until Christ- 
mas are generally entertained. Bar- 
ring unforeseen difficulties, Autumn 
prospects are quite good. 





Has 74th Anniversary 


MEDINA, OH1I0—The Griesinger Shoe 
Store has just celebrated its 74th birth- 
day. The business continues in the 
same family hands, as C. L. Griesinger, 
son of the founder, is now at the head 
and with him is his son, Charles Greis- 
inger. 

The Griesinger store, which is con- 
ducting an anniversary sale, counts 
among its present patrons, customers 
of the founder and, through long asso- 
ciation, caters to the footwear needs 
of former Medina county residents in 
England, as well as in California, 
Florida and other States of the Union. 
For a number of years the store shipped 
many hundreds of pairs of shoes to 
South Africa for distribution through 
missionaries there. 





50 Years in Business 

PLAQUEMINE, La.—D. Ephrain & 
Sons are celebrating their fifty years in 
business by a “Fiftieth Anniversary 
Sale.” Outstanding items of special 


value are being offered in all depart-. 


ments. 
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Russeks-Detroit Completes 
Reorganization 


Derroit—Russeks-Detroit has been 
completely reorganized, effective Aug. 
1, 1932, and the new officers are M. A. 
Mittelman, president and general man- 
ager; A. M. Goetz, treasurer; and E. 
E. Sommers, secretary. 





M. A. MITTELMAN 


Many improvements have been made 
in the store, including a new junior 
dress shop, called the “Young Detroit- 
ers Shop,” remodeling of the sixth 
floor, fixture changes on the main floor 
and new window treatment. The 
changes made have greatly enhanced 
the appearance of the store. The new 
set-up is to place the store back on a 
higher grade basis of merchandise. 

Mr. Mittelman has been associated 
with Russeks for over ten years, hav- 
ing operated the shoe department for 
this period, owned by Goetz-Mittelman, 
Inc., exclusive agents for I. Miller foot- 
wear in Detroit. 

Goetz-Mittelman, Inc., also operates 
stores in Cleveland, Buffalo and. Roch- 
ester, which have the I. Miller franchise 
in those cities. They have made an un- 
usual outstanding success of their shoe 
business and expect to put the same 
successful effort forth with Russeks, 
and results have already been evidenced 
under the new management, there be- 
ing a decided improvement in the vol- 
ume of the store. k 

Mr. Sommers has been with Russeks 
since the opening of the store, ten years 
ago, operating the millinery depart- 
ment. 





Praises Dr. Locke 


PITTSBURGH, Pa.—The shoe business 
is benefited by the work of Dr. M. W. 
Locke, the “miracle man of feet,’’ be- 
cause he is impressing upon the pub- 
lic the health value of correct shoes, 
Harry W. Ritter, president of the 
Pittsburgh Shoe Retailers’ Associ- 


ation, said at the first Fall meeting. 
Ritter and his business partner, J. B. 
Morrison, recently visited Williams- 
burg, Ontario, where Dr. Locke treats 
hundreds of patients daily and ad- 
| vises them on what ‘shoe to wear. 
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KENT 


AUTOMATIC 
GARAGES, NEW york 





NOW OWNED AND OPERATED 
by the 


LEY GARAGE CORPORATION 


The last word in convenience 
and safety for your car: -- 
occupies its own particular 

compartment:-- ++ * 


FF. ity . 
stows evess gaemenli Shoemen 
the day, the month; - - - - 
with or without service.- 
Rates /152° monthly and Keep Fit at the 
upwards. f 
Expert repairs on all makes ”) b/ @ 
cPearmee eee Tong BRUM Roof Athletie Club 
nent SO 
onan ot Stand COL ave B the roof and top floor of 
GRAND CENTRAL 60 ST. and COL. ave on 
- . Tel.COtumbus 5-0395 
Tel MUrray til 2-0460 Po the Hotel MeAlpin, Broad- 


Tel. MUrray Hill 2.0460 
way and 34th St., New York 











Bere 


YOUR - CAR.: NEVER.: TOUCHED -BY: HUMAN - HANDS Leading Shoe Manufacturers and Shoe Re- 








tailers of the Metropolitan Area and repre- 
sentatives of out-of-town shoe manufactur- 
ing concerns, have made the Roof Athletic 
Club their recreational and health head- 


Attractive ows 


e e An EXERCISE GALLERY half the length 
Price Tickets of the hotel; OPEN AIR SUN BATHS; 
ULTRA VIOLET-RAY SUN BATHS for 

rainy days; a beautiful SWIMMING POOL, 
HANDBALL and SQUASH COURTS; HOT 
R ROOM and STEAM ROOM for healthful 
Light blue pen- sweats; SCOTCH DOUCHE BATHS (hot 
nant on _ white and cold water power baths), SITZ BATHS 
a (for sciatica, lumbago and backaches) ; 
weengrennd ; an even score of skilled MASSEURS, ELEC. 
black figures—72 TRICAL HEALTH APPLIANCES—All are 


denominations. at your disposal at this finest institution of 
its kind in the world. 








1 doz. @ $0.25 

6 doz @ 0.85 LOCATED IN CLOSE PROXIMITY TO 

THE MARBRIDGE BUILDING THE CEN. 

12 doz. @ 1.50 TER OF SHOE ACTIVITIES, THE ROOF 
24 doz. @ 2.75 ATHLETIC CLUB INVITES YOU TO 
CALL FOR A TOUR OF INSPECTION, OR 
Check with order, BETTER YET, COME IN FOR A TREAT- 

penal MENT AT OUR EXPENSE. 


Phone for lists of members of the shoe 
trade known to you who are members of 


MERCHANTS’ SERVICE DEPT. the Roof Athletic Club, 
367 W. Adams St. Chicago, Il. LOngacre 5-6700 

















When writing advertisers please mention Boot and Shoe Recorder 









56 





WHERE TO BUY 


Dancing Shoes and Taps 





%& KENDALL’S "*°7ESS1O"L x 





Women’s Sizes, 3% -8 
$1.65 
Misses’ Sizes, 11-2 


Widths B-C $1.55 


KENDALL SHOE COMPANY 
HAVERHILL, MASS. 











* * 








TAP SLIPPERS IN STOCK 
One straps or Ties—Patent 






FREEMAN 
THOMPSON SHOE 
COMPANY 
St. Paul, Minnesota 








TAP DANCING 
~ THEO SLIPPER 
¥; Stock Ne. 1210 


Patent Leather 
For Growing Girls 








BLOG SHOE CO., INC. 
147 Duane St., New York City 














THE LEADING TAP SHOES 
IN STOCK 
Insist on TURNS for your 
Pateat tester TAPS 


Sizes: 1% es 






Packed-in 
18 or 36 
pair 


sit f 


pairs 
The Norridgewock Shoe Co., Inc. 











English McKays 

Harry Folwell, a Lynn shoe expert 
of wide experience, writes to the Lynn 
Item, saying that English manufactur- 
ers are now producing women’s McKay 
shoes, of the novelty style, at prices as 
low as 69 cents a pair. .He also relates 


that when he was in England three 
years ago, supervising the making of 
shoes, thousands of pairs of women’s 
McKay shoes were then being made 
and sent to American, buyers. This ex- 
portation of shoes was halted when 
Congress put a duty on shoes. 
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TO CONCENTRATE ON 


COMPO DEVELOPMENT 





WILLIAM H. 


William H. Bresnahan severed his 
connection with the Bresnahan Shoe 
Company on November 1 and will, from 
this time on, devote his entire time to 
the Compo Shoe Machinery Corporation 
of which he was one of the founders. 

In 1927 the Bresnahan Shoe Com- 
pany was making stylish McKays and 
Mr. Bresnahan and his associate in 
business, Bernard S. Solar, were devel- 
oping a reputation for alertness in 
style, design, pattern and color. Mr. 
Solar went to Europe in 1927 and 
gathered a few model shoes and sent 
them to the factory in Boston. There 
it was noticed that the soles and uppers 
were cemented together, without stitches 
or tacks. An exchange of cables fol- 
lowed—with the result that Mr. Solar 
further investigated the process by 
which the shoes had been made. 

A few pieces of equipment were sent 
to the Bresnahan Shoe Company. Their 
possibilities interested Mr. Bresnahan, 
who was able to bring into good use 
his experience acquired when, as a boy, 
he worked in his father’s machine shop. 
The elder Bresnahan was an inventor 
who made many valuable contributions 
in the way of machines for use in the 
shoe industry. The younger Bresnahan 
evolved the moving table principle for 
cemented shoemaking and applied his 
native mechanical skill and inventive 
genius to the improvement of his 
cemented shoe equipment. 








BRESNAHAN 


He first used his machines in his own 
factory, with enough success to attract 
the attention of other manufacturers, 
some of whom called on him to make 
machines for them. Then, in 1928, a 
separate machine company was estab- 
lished to take care of the business, This 
was the origin of the Compo Shoe Ma- 
chinery Corporation. In three years 
the equipment was greatly improved by 
the change from hand machines to the 
Compo conveyor. The business had 
grown to such an extent that Mr. 
Bresnahan was called upon for more 
and more time in supervising the instal- 
lations in factories throughout the coun- 
try. 

By this time Mr. Solar had found it 
necessary to give up his connection with 
the Bresnahan Shoe Company and de- 
vote his entire time to the promotion 
and development of the Compo business. 
The original Bresnahan factory in Bos- 
ton then not ‘only made shoes for the 
trade but served as a laboratory for 
the evolution of the cemented shoe 
process. 


The Bresnahan Shoe Company as 
such, -now ceases and William H. 
Bresnahan, as chairman of the board 
of the Compo Shoe Machinery Corpo- 
ration, will give his attention exclu- 
sively to cooperation with Compo li- 
censes and the furtherance of improve- 
ments in that process of shoemaking. 
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JHAARE YOUR 


PROBLEMS 


Wereee Ser 2 ee 
THE /ERVICE If FREE TO YOU 








TO MANUFACTURERS AND 


WHOLESALERS :— 


RECORDER Subscribers daily ask us where 
to buy certain shoes and many other items 
connected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


All manufacturers, wholesalers and others, 
having goods to supply the following wants, 


should address The Inquiry Dept., 


BOOT 


AND SHOE RECORDER, 239 West 39th St., 
New York, N. Y. 


N 1334. Material for a talk before Rotary 


‘ Orth i 
Club on shoe industry. Bott ‘soles. Resident Buyers 
N 1335. Men’s popular priced work shoes. Sheepskin turns ané Prewelts a 
N 1336. Skating shoes with skates at- Chiropody Schools Store Equipment: 
tached Dye Manufacturers Store seating plans 
nee Floor Coverings and Plans a 
N 1337. Display fixtures for windows. Foot Measuring Devices Shelving 
Handbags to Match Footwear Bg ear én 
i i a -Ray machines 
N 1338. Low priced felt slippers. Hoslery,_ State Grade: eh  h. a 
N 1339. Ladies’ riding boots to retail Men’s ii _— 
from $8 to $10. “ a Stock Cartons 
aneis: Shoe Laces 
N 1340. Dyes for leather shoes. — Signs, Electric 
i . Lighting: Stock Keeping Systems 
N 1341. X-Ray machines. ’ Intertor Souvenirs: 
N 1342. Window materials for back- Windows Dele and re 
grounds. List of Union Stamp Factories General souvenirs 
Men’s Division, State G : Shoe Cabinets 
N 1343. Labels: carton and woven. “army” shoes siineiaes Shoe Dressings and Dyes 
ve ‘owboy boots Shoe Findings 
N 1344. Utility boxes. mei i Shoe Heels 
’ ; Moccasin Shoe Ornaments 
N 1345. Women’s hose to retail at 50c. Satety pod 7 ae aoe 
N 1346. Men’s shoes to retail at $3.50. — a Spats 
D \ ys 
N 1347. Nurses’ shoes. a Irectory of Shoes, etc 
 Rolli t ladd f shoe Vamp Rollers and Stretchers 
dae pra — a N 1358. Infants’ and children’s socks. Women’s Division: Geil 
‘ alle 
aie Tr 
N 1349. Men’s officer dress boots. N 1359. a scout shoes for boys and Dancing— Russian boots ‘ 
irls. ancing san 
1350. Football shoes. Camping boots 
Wy TER. Peetben shoes N 1360. Electric top lift machine. eee eee 
. Electric N igns. g boots 
edbante eihcdingss N 1361. Handbags to retail at $1.95. seers — 
. W *s kid arch and comfort 
dieses a es N 1362. Store furnishing, decorations and Party Slippers 
_— floor covering. House Slippers 
. Arch li 3 Wool Shoes 
7 5 ae a N 1363. Chiropody schools. bos St 
; id f Ground Gri shoes. "e Corrugated d ti 
oe Mee Cae N 1364. Fitting stools and chairs. Clips for price tickets sina 
N 1355. Children’s shoes in narrow ackgroun 
‘ 4 i 7 Display art panel 
widths. N 1365. Stitchdowns for seamen Floral os ene “ 
. ‘ lectors 
N 1356. Children’s and boys’ shoes in- N 1366. Walking shoes for girls. Display Sxtures, shoes 
stock. N 1367. Men's safety shoes. Price tic Kets ed 
. . P Show card servi 
N 1357. Popular lines of house slippers. N 1368. Tennis shoes. Arch Support Shoe Stands 


For Your Convenience We List the 
Following: 


Arch Appliances 
Advertising Mat Service 
Bath Room Mules 
Beach Sandals 
Boys’ Division, State Grade: 
Dancing shoes 
Skating shoes 
Slippers 
Bookkeeping Systems 
Book on Leather Industry (Free) 
Book on Rubber tndustry (Free) 
Cash Carrier Systems 
Cash Registers 
Children’s Division, State Grade: 
Barefoot Sandals 
Dancing shoes 
Infants’ moccasins 








Slippers: 
Dancing 
Dress 
Felt 
Leather 
Pullman 
Tap Dancing 
Wool 


Active Sports Shoes: 
Aviation 


Football 
Fishing 
Golf 
Gymnasium 
Hunting 
Riding 
Soccer 
Tennis 
Track 


Rubber Goods 
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WHERE TO BUY 


Men's and Women’s 
Slippers 


8. CHASE & SONS, INC. 
W. S AVERHILL, MASS.” 
Men’s Full Leather Lined 

Handturned Slippers 
Priced from $1.60 
Kid Pullman Slippers 
colors and Black with 

Snap Pocket $1.35 

Zipper Pocket $1.50 


- 
No.C7306—Allsizes in stock 


Ww for 
Sa 


OO i cli kali eine eli nec aril cli ee hele 


WHERE TO BUY 


Children’s Footwear 





CHILD | 
LIFE 
aa Grade 


Goodyear Welt 
Shoes in Stock 


CHILD LIFE SHOE- 


MAKERS, Inc. 
7), CEDAR GROVE 
WISCONSIN 


WHERE TO BUY 
Riding Boots 


RIDING BOOTS 
‘ IN-STOCK ; 
For Men, Women and 
Children—also 
Jodhpurs and Field 


Boots, 
Write for catalog. 





Regent Remodels 


AMARILLO, TEXx.—Regent’s Women’s 
Wear and Shoes was started in Ama- 
rillo, January, 1909, as an exclusive 
shoe store, and the only exclusive shoe 
store in this section of the country. 

Amarillo was then a small town of 
six thousand population, and women 
who wanted good shoes had to go to 
or send either to Fort Worth or Dallas. 


S. J. Braunig and his son Jean. After 

Jean finishes school he intends to fol- 

low in his father’s footsteps and be- 
come a first class shoe man. 


This store was the first to specialize 
in fitting the feet properly and to carry 
widths in shoes. From the start they 
stressed the idea of fitting the feet cor- 
rectly and salesmen were instructed to 
miss a sale rather than sell a misfit. 

“In 1919, after the world war,” says 
S. J. Braunig, the proprietor, “when the 
men’s shoe business became so unprof- 
itable, we decided to quit the men’s shoe 
game and added women’s wearing ap- 
parel to our women’s shoes, making our 
store an exclusive woman’s shop, adher- 
ing to our original idea of quality in 
our wearing apparel lines as well as our 
shoes. 

“We have always kept an index file 
of all shoe customers with sizes, ad- 
dress and location, especially of out of 
town trade, and enjoy a nice mail order 
business from a trade territory of over 
a hundred miles in all directions. 

“This new store is of modernistic de- 
sign, with high ceiling and four individ- 
ual show windows large enough to dis- 
play garments individually. 

“The store is equipped with Grand 
Rapids unit fixtures of mahogany and 
we have the floors covered partly with 
rugs to match and harmonize with the 
fixtures.” é 
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Schiff Executives Conference 


CoLumsBus, OHI0—The regular fall 
conference of executives, district man- 
agers, supervisors and managers of a 
number of the larger stores in the 
Schiff Co. which operates a chain of 
183 retail shoe stores in 26 States, was 
held at the Deshler-Wallick Hotel, Oct. 
16 to 21. More than 40 were in at- 
tendance. Robert Schiff, president of 
the company, welcomed the managers. 
Albert Schiff, head buyer; Jule Mark, 
assistant buyer, and Oscar Musinsky, 
head of the Boston buying office, were 
in charge of the conference. 


Departmentizes Shoe Store 


New Haven, Conn.—Louis Rosen- 
feld, for more than 21 years a shoe 
merchant in this city, has occupied his 
new store at 791 Chapel Street, in the 
heart of the shopping district, having 
moved from his former location at 68- 
70 Congress Avenue. Men’s, women’s 
and children’s departments are sepa- 
rated in the new store, which provides 
considerably more floor space and 
much improved display facilities. 


Practical Profit Calculator 


Have you seen the Lightning Profit 
Flasher? It is a brand new device in- 
vented by Murray C. French, 1379 De- 
troit Street, Denver. It is pocket size 
and flashes instantly the percentage of 
profit between any cost and any selling 
price—when the cost is either per unit 
or per dozen. 


it) 

thing at 

3 ea) Seog 
Ke ,, 


WY UBSEE EH, 


aah 
We: 


It works the other way round too- 
Suppose a buyer knows he must show 
a 42 per cent markup. He simply turns 
the Flasher to 42 per cent and it tells 
him the exact amount he can pay for 
my selling price—also the exact amount 
he must get for any cost price. It 
skips nothing as do all the old familiar 
profit charts. 

The Flasher consists of two concen- 
tric disks and is intended primarily as 
an advertising medium for manufactur- 
ers to send their dealers, half the front 
disk being reserved for an ad. It is one 
of those simple things that make you 
exclaim: “Well, why didn’t somebody 
think of that before?” 








Boot AND SHOE RECORDER , 


combining THE SHOB RETAILER, Nov. 12, 1932 





..On the Selling End... 


News of the Travelers and Sales Activities 





C..E. Little Joins Servus 


Rock IsLanp, Itt.—C. E. Little, 
who was formerly president. of the 
Beacon Falls Rubber Shoe Co., Beacon 
Falls, Conn., has been made executive 
vice-president of the Servus Rubber 
Co., Rock Island. 

The appointment was made at a re- 
cent meeting of the Servus directors 
and Mr. Little has already assumed 
his new duties. 

Mr. Little, as executive vice-presi- 
dent, enters on his duties with a pre- 
paratory training of unusual character. 
In his youth he worked as a bootmaker 
at the old Colchester Rubber Co., and 
later in the cutting room of the 
Bourne Rubber Co. in Providence, R. 
I, and from this start advanced 
through various branches of the rub- 
ber footwear field. 


With the C. S. Sisson Co. of Provi- 
dence, shoe jobbers, he received a wide 
experience as a young man in office 
work and inside and outside selling. 
When the Beacon Falls Rubber Shoe 
Co. began business’ in 1899, he went 
on the road as a salesman in the east- 
ern half of New York, and in that ca- 
pacity made the firm’s first sale in the 
State of New York. 

Four years later he traveled eastern 
Pennsylvania for the Lambertville 
Rubber Co., and in 1906 became the 
branch manager of the New York 
branch of the Beacon Falls Rubber 
Shoe Co. From the latter position he 


was promoted to the general sales [ 


management of the firm. 

During the period of the World 
War, Mr. Little was manager of the 
College Point factory in addition to 
his other duties. When the United 
States Rubber Co. took over the man- 
agement of the Beacon Falls firm, he 
was appointed manager of the soles 
and heels division of the United States 
Rubber Co. 

In 1925 he returned to the Beacon 
Falls firm as president, resigning 
from that position June 1, 1931. He 
became associated with the Converse 
Rubber Co. on Feb. 1, 1932, as vice- 
president in charge of sales. Mr. 
Little is a charter member of the New 
York Sales Managers’ Club. 





Indiana Travelers to Meet 


INDIANAPOLIS, IND.—The tenth an- 
nual convention of the Indiana Shoe 
Travelers will be held Feb. 6 and 7, 
1933, in -the Claypool Hotel. An- 


nouncement was made by F. M. Brown, 
president of the association, who also 
said that the - various 
would be appointed later. 


committees 





Change Headquarters 


Headquarters of the Iowa National 
Shoe Travelers Association have been 
transferred from the Hotel Chamber- 





J. E. Wm. Prescott, Secretary 


lain to the Hotel Fort Des Moines in 
Des Moines, The first meeting will be 
held at the Hotel Fort Des Moines on 
Dec. 10. This will be a one o’clock 
luncheon. At the last meeting these 





O. R. Blechinger, Vice-President 


committees were appointed: Hotel, A. 
N. McKay, chairman, and Ward B. 
Parker; life insurance, Carl P. Ort- 
land, chairman, and O. R. Hamilton; 
railroad, G. V. Middleton, chairman, 
and H, E. Wenass. 





Bob Smart Sales Meeting 


The eastern sales meeting of the Bob 
Smart Shoe Co. was held in Lynchburg 
Nov. 5 and 6, where all the executives 
of the Craddock-Terry Co. were met. 
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Vinsonhaler Joins Menihan 


Added to the sales staff of The Meni- 
han Company of Rochester, N. Y., is 
Harry Vinsonhaler, widely known 
throughout the retail shoe trade and 
connected with the industry both in the 
manufacturing as well as the jobbing 


Harry Vinsonhaler, who 
is circulating in the 
Central States with 
Menihan Arch Aid 
shoes for women 





trade over a period of many years. He 
will make his headquarters in Cleve- 
land, Ohio, and will have for his terri- 
tory the States of Ohio, Michigan, In- 
diana, Kentucky and Tennessee. 

This new association with The Meni- 
han Company has been recently com- 
pleted and since Oct. 1 Mr. Vinson- 
haler has been in the territory with 
the line. 





Walker T. Dickerson Optimistic 


Walker T. Dickerson, head of the 
Walker T. Dickerson Shoe Co., reports 
that the prospects for the Spring sea- 
son are very optimistic. The factory is 
now running at better than 60 per cent 
of its capacity and Mr. Dickerson be- 
lieves that the output will be increased. 

Salesmen of the Walker T. Dickerson 
Shoe Co- will leave on their territories 
about Nov. 1 with the new line of shoes 
for Spring. 





Vernon A. Dickson with Green 


Vernon Dickson for many years past, 
representative for the Watson Shoe 
Company, Stoughton, Mass., and more 
recently with the Adams Bros., Pitts- 
field, N. H., has associated himself with 
the Green Shoe Company of Boston, 
Mass. Mr. Dickson will cover parts of 
New York State, Pennsylvania and New 
England and is now calling on his 
trade. 


Curt Garrett With Booth 


Curt Garrett will now represent the 
Walter Booth Shoe Company of Mil- 
waukee, Wis., in Idaho, Montana, 
Washington and Oregon. He is well 
known in this territory and has worked 
it for years. He will begin calling 
next week with the new line of shoes 
for Spring, carrying both Walter 
Booth and Crosby Square lines. 





Medium Lasts Selling 


P. L. Ventre, who covers New Jersey, 
Philadelphia, Baltimore, Washington 
and Virginia for C. H. Alden Co., re- 
ports an increasing demand for the 
medium custom lasts, particularly those 
carried in-stock. 
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Put i in n the New and Sensational 
arr fl mm WINDOW DISPLAYS 


of your 4 That 

STORE 

NAME [| SELL because they TELL 

— gos | The greatest advance ever made 
in window display is the present 
day use of attractive cutout Felt 
Letters applied on the window 
background and panels and on 
panels in the store interior. 


These felt letters introduce into the 
window the one thing it always lacked 
—a forceful means of putting over an 
advertising message. 


Research has disclosed the fact that 
only 20% of the passersby are on your 
side of the street. 20% on the other 
side and 60% in Autos, Buses and 
Street Cars. To reach this additional 
80% you must use lettering in the 
window large enough to be seen and 
have it high enough to be easily 
visible. 

Modern stores thruout America, are 
turning to the use of Felt letters and 
simple backgrounds in decorating their 
windows to get the massed concen- 
tration, screaming headlines and sim- 
plicity which drives business into their 
stores. 


BOOT & SHOE 
RECORDER 
ORIGINATES 


A FELT LETTER 
The Shoe-Craft Window Display Service No. A DISPLAY SER- 


consists of the following material: VICE FOR ITS 


1 BACKGROUND PANEL—30” x 48” in size. 
177 DIE CUT FELT LETTERS and NUMERALS, 3” high. READERS. 
177 DIE CUT FELT LETTERS and NUMERALS, 112” high. 
8 FELT STRIPS %” wide by 72” long for borders. Now, thru a unique plan developed 
1 FELT CUT OUT of store name or trade mark. by Boot and Shoe Recorder, your shoe 
24 DRAWINGS, two each month, showing how to use the outfit each month. 


st indow, t have all the ad- 
48 ADVERTISING PHRASES—4 each month—for use on the panels. meceesneiy of Felt ‘Galey ot > head 


BACKGROUND PANEL agian low price of only $24.00 a 


lied with sufficient felt 
The rich fabric covered panel is used as the foundation for your letter arrange- You are suppli , 

oer - the mation of your window decoration. It is made of super eee megan bia 4 and a oh, . 
wall-board mounted on a one by two inch wooden frame, size 30x48 inches. ackgrou very mon 


This is covered with linen colored crash or black duvetyn. agin - ahr Sa nn exactly 


selling window displays with Felt. 
In ae each —_ you ~ fur- 
° ° ° nished four up-to-the-minute phrases, 
This Service is Sold to ONLY ONE rage: Gero lan tein 
you need is at _—. finger a 
e e e a 
Store in your Community pe gn ar apeigeMen ny 
display—and the aac gon Pd 
Naturally two stores would not want to use similar window trims in the same town. ie nen "frmly omian see 
Therefore to protect you we will sell this service to only one store in a community. background and your disp display i is ready 
Write us at once for complete details. to be placed in the window. 
MAKE YOUR WINDOWS TALK MAKE YOUR WINDOWS TALK MAKE YOUR WINDOWS TALK 


When writing advertisers please mention Boot and Shoe Recorder 
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Your Store Name 
or Trade Mark 
Specially Cut-out 
of Felt—FREE 


Can be used in a great variety of ways in 
combination with cut-out Felt Letters 
and Felt Pictures. See illustration below. 


The above illustration shows a typical -way of 
dressing up one of the display panels. At the top 
is the specially cut out store name. Fall atmos- 
phere is procured through a felt picture made up 
of yellow moon and bright colored Autumn leaves. 
The felt letters tell the story. This display in bright, 
attractive, alluring colors is bound to attract cus- 
tomers to your store and be responsible for many 
dollars of additional sales which would go else- 
where because of superior window displays. 


With the Shoe-Craft Window Display Service, your 
windows are bound to attract attention. 


Remember—This is an exclusive service—only one 
store in a community can have it. 


The greatest display men and the wide-awake stores 
thruout America are now using Felt Letters and 
Felt Display. 


They’ve found for simplicity, quickness of change. 
attractiveness and economy there is no other method 
that offers the possibilities of Felt. 


The Felt letters are rich in appearance—can be ap- 
plied and removed instantly—used over and over 
again—clean cut and symmetrical—adhere to the 
background without the use of tacks, pins or ad- 


hesives—no fuss—no muss. 


Cut out FELT PICTURES 
can also be furnished 


Seasonable style windows demand an added touch not needed 
in everyday displays—Spring—Summer, Autumn and Win- 


- ter—each offer the opportunity for elaborating on the regu- 
~ lar run of your windows. 


To take care of this merchandising need the Recorder has 
developed Special Poster Pictures of Felt for the opening 
of each of these periods. With these appliques and your 
regular service, you can have displays as attractive as the 
best metropolitan windows and at a cost never before pos- 
sible. These Felt Applique designs can be used time and 
time again. j 
Remember, no single factor in the development of a retail 
business is more important than attractive, attention com- 
pelling windows. 


Don’t Let Your Competitor Beat You 
to These New Style Show Windows. 


Send Coupon Today 


BOOT & SHOE RECORDER 


Merchants’ Service Department 


367 W. Adams St., Chicago 


SEND THIS COUPON TODAY 


Boot & Shoe Recorder—Merchants Service Dept. 
367 W. Adams St., Chicago 


Please send full details of your new Window Display Service of Felt 
Letters, Pictures, Panels, etc. 








When writing advertisers nlease mention Boot and Shoe Recorder 
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MEET . 


CLA//IFIED 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 










. o eo 


ann WANT AD 
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SALESMEN WANTED 








CAPITAL TO INVEST 








WANTED TO PURCHASE 











FOLLOWING territories available immedi- 


Virginia; North and South Caro- 
lina; stern Pennsylvania; New Jersey and 
Delaware; Western Ohio and Eastern Ken- 
tucky; Iowa; Texas. Some with good estab- 


lished pusineess others fair. Straight commis- 
sion only. objection non-conflicting line. 
Give full partic ars and references in first 
letter. CH — SHOE MFG. CO., Chip- 
pewa Falls, Wis. 


FACTORY EXECUTIVE thorough experience 
in ladies novelty popular priced turn or 
compo shoes, offers services and will invest 
capital in a dependable progressive concern, 
Highest credentials. All communications strict- 
ly confidential. Address D-186, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








WANTED Shoe salesmen with good follow- 
ing to represent Eastern shoe manufacturer 
in Western New York State—Pennsylvania— 
Maryland—Michigan—Indiana and Illinois. Wo- 
men’s Goodyear welt, Arch Support and Sport 


Shoes, Littleway and Compo novelties carried 
IN-STOCK to retail $3 and $4. Straight com- 
mission paid twice monthly. In P, sued give 
full particulars and references. ress D187, 
care Boot & Shoe Recorder, 140 fede Street, 
Boston, Mass. 





LINE WANTED 


F OR Western New York State, with large 
following, established business, references. 
Address D-189, care Boot & Shoe Recorder, 
239 West 39th Street, New York, z 














GALESMAN—Denver to West Coast, past 
eight years with well known Maine manu- 
facturer, selling women’s low priced volume 
trade, seeeks new position, for best of reasons. 
Want similar connection, but will consider out- 
standing lines for California, Oregon, Washing- 
ton. My ability, aggressiveness, knowledge of 
territory and high character will produce re- 
sults. Address L. C. MORGAN, 3032 Millsbrae 
Avenue, Oakland, Cal. 





WANTED—Fast selling line of ladies novelty 
shoes to retail for two and three dollars, for 
states of Georgia, Florida and Alabama. Ad- 
dress D-185, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR RENT 


FOR RENT, shoe store, corner store, 100% 
EE yy + Ithaca, Cornell college town, low 

tal. Address D-182, care Boot and Shoe 
Recorder, 239 West 39th Street, New York, 








FOR SALE 


SHOE STOCK AND FIXTURES. _§Estab- 
lished over 65 years. Yearly business $60,- 
000 to $120,000. Good location, Heart of Fox 
River Valley. Trade territory 125,000. Stock 
low. Rent low. EGELHOFF BROS., Fond 
du Lac, Wis. 


ESTABLISHED successful shoe store with 
or without stock. location, cheap rent, 
Florida City. Address D-184, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 














POSITION WANTED 


EXPERIENCED EXECUTIVE AVAIL 
ABLE: The writer has had long and suc- 
cessful experience in the wholesale and manu- 
facturing ends of the shoe business. Has had 
full charge of New York and New England 
wholesale departments of large manufacturing 
concerns and has been in charge of sales and 
all other branches of the business. Is an ex- 
perienced credit man and feels he is amply 
qualified to hold an executive position in the 
office or sales end of any good company. Best 
of references furnished. For further particu- 
lars, address D-188, care Boot & Shoe Record- 
er, 239 West 39th Street, New York, N. Y. 








BUSINESS OPPORTUNITY 


YOU CAN HAVB A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to es 4 no agency 
or soliciting. Established 1894. Address 
Stephenson’ Laboratory, 21 Back Bay, 
Boston, Mass. 

















We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 







































We will pay the best price for 4 
your surplus or entire stocks of shoes, R 
general merchandise or 
stores. Leases assumed. 
one - Write : Call 
All matters strictly confidential. 
I. SIMON CO. 


101 Reade St., New Yoek City 
Phone Worth 2-5922 





































MERCHANTS’ NEEDS 









































to do without. 
White us for detail 
ed information 


ey: oh Engzaving Co. 


cA KER 7 dios o MILWAUKEE 


su re OIN WISCONS 

























word of the address should be 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents ow. word for all undisplayed advertioomanta, 
Minimum charge 75 cents. For all other classified advertisements the ra 
$1.25. When a box number is desired twelve words should be js a ard address. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
&# Advertisements for this page must be in our New York office on ‘Friday of the week preceding publication. ®& 






is 7 cents per word. Minimum 
fo ait Se cates Gk 















When writing advertisers please mention Boot and Shoe Recorder 
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HOTELS 





HOTELS OF 


DISTINCTION 


ws IN ST. LOUIS 
$300 


to 
$450 
Tuband 
Shower 


MAYFAIR 


EIGHTH and SAINT CHARLES 


LENNOX 


NINTH and WASHINGTON 


im §$T. LOUIS 


In the very center of 
things. Just a step from 
theatre, shopping and busi- 
ness district. Admittedly 
offering more personal 
room comforts and refine- 
ments than any other 
hotels in Saint Louis. And 
any Saint Louisan will tell 
you that these new hotels 
are decidedly the places to 
dine in St. Louis. 


Coffee Shop 
Club Meals Garage Service 


OPERATED BY HEISS HOTEL SYSTEM 


Control of Burdett Changes 


LyNN—Control of the Burdett Shoe 
Co., of Lynn, has been purchased by 
Dean A. Munsey, treasurer of the com- 
pany, who has added to the well known 
line of growing girls’ shoes a new line 
of high style shoes for women made by 
the cement process. 

Perley Randall has been appointed 
sales manager of the company. L. F. 
and E. U. Burdett, who sold their in- 
terest in the company to Mr. Munsey, 
have retired from the company and 
have accepted responsible positions 
with the Hagerstown Shoe & Legging 
Co., of Hagerstown, Md. 

Production in the Burdett plant is 
now at the rate of ten cases a day, with 
the expectation that it will be 15 with- 
in a short time. 





PITTSBURGH—The Allegheny County 
Poor Board has announced its inten- 
tion of borrowing $60,000 for destitute 
families outside the city of Pittsburgh, 
to be used in the purchase of shoes. 





OBITUARY 





Benjamin F. Hill 


CHATTANOOGA, TENN.—Benjamin F. 
Hill died suddenly on Monday of this 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








RECORDER 
Window Display 
CARDS for 
NOVEMBER 


ouge a S Senteet comment: “We find your 
ervice very valuable and indis- 
po ‘ad 

















14 Different Texts 
to Select from 
Cards 7 x 12—3 colors 
Price Tickets Included 


Segal Inconel 
without card holders....$1.50 
per month 
7 Card Service. ... . $3.00 
9 Card Service..... 4.00 
5.00 
Card Holders Supplied 


Samples sent on request. 
Merchants Service Dept. 
BOOT & SHOE RECORDER 


367 W. Adams St. 
Chicago, II. 














week in Chattanooga. The funeral was 
held on Tuesday afternoon. Mr. Hill 
was for many years a well known travel- 
ing shoe salesman, covering southern 
territory. 


Albert S. Houston 


CoLumBuUs, OH1I0O—Albert S. Houston, 
former vice-president and treasurer of 
the Kropp Shoe Mfg. Co., died in a 
hospital at Ravenna, Ohio, from in- 
juries sustained in an automobile col- 
lision. He was 55 years old and is 
survived by his widow, who was injured 
in the mishap, three daughters and one 
son. Mr. Houston was prominent in 
Masonic circles and the Elks. Inter- 
ment took place at Columbus. 








VAMD=EEZ 


Pat. No. 1,838,487" 
INSTEP PROTECTOR 





WINS the confidence of Opera Pump 
weg who suffer from high or fleshy 


SIMPLY applied and can be worn tem- 
porarily or permanently as desired. 
Obtainable in patent, dull, brown and 
neutral. 

Sold through all leading jobbers. 


VAMP-EEZ COMPANY 
1141 BROADWAY, NEW YORK CITY 























Carl B. Nitisch, Jr. 


NEw CASTLE, Pa.—Carl B. Nitisch, 
Jr., age 23, assistant manager of Book 
Shoe Company, New Castle, Pa., died 
Tuesday morning, Oct. 18, following a 
short illness. 

He was prominent in business and 
left a host of friends. He is survived 
by his mother, father, two sisters and 
one brother. Funeral service and burial 
were held in New Castle. 


Sidney W. Winslow, 3d, Dies 


Boston—Funeral services for Sidney 
W. Winslow, 3d, a director of the 
Herald-Traveler Corporation and son 
of the president of the United Shoe 
Machinery Corporation, were held 
Saturday afternoon, Nov. 5, at the First 
Parish Church, Brookline, with the Rev. 
Abbot Peterson officiating. 

Mr. Winslow died of carbon monoxide 
fumes Wednesday night, November 2 in 
the garage of his father in Brookline, 
where he had gone to place his car in 
storage. Dr. George Burgess Magrath, 
medical examiner, said death was acci- 
dental. 

Mr. Winslow was born in Beverly, 
Mass., April 27, 1908, and attended 
Middlesex School, Country Day School 
and Harvard University. When he left 
Harvard he joined the First National 
Bank of Boston, with which he was 
associated at the time of his death. He 
was married on June 10, 1929, to Miss 
Genevieve Mitchell, daughter of Mr. 
and Mrs. Harold G. Mitchell of Newton. 
He is survived by his widow and a 
daughter, Genevieve, one year old. 


























BOOTS AND SHOES 


“Athletic Shoe Co., Chicago, Ill............. 58 
Ault-Williamson Shoe Co., Auburn, Me..... 47 


Bass, G. H., & Co., Wilton, Me............ 52 
B. & B. Shoe Co., Chicago and New York.. 5 
Blog Shoe Co., Inc., New York City..... 54, 56 
Brooks Shoe Mfg. Co., Philadelphia, Pa..... 54 
~Brown Shoe Co., St. Louis, Mo............. 1 


Chase, W. S., & Sons, Haverhill, Mass.. 58 
. Life Shoemakers, Inc., Cedar eee: 
5 


pia Edwin, & Sons, Inc., E. Weymouth, 
MG svensdo0dbso50 esp eceseub gosta dts 5 


Connell, J. M., Shoe Co., South Braintree, 
Mass. 5 


Dodge, Bliss & Perry Co., Inc., Newbury- 
Tc scsesonnseeesons0 0500s 0060064 52 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 52 


Edwards, J., & Co., Philadelphia, Pa., 
Cover 


Evans, L. B., Son Co., Wakefield, Mass.... 46 


Florsheim Shoe Co., Chicago, Ill........... 8 
Freeman Shoe Corp., Beloit, Wis.....2nd Cover 
Freeman-Thomson Shoe Co., St. Paul, 
BE, gis cutee vecwacentauviesncessoseted 56 
Kendall Shoe Co., Haverhill, Mass......... 56 
Mishawaka Rubber & Woolen Mfg. Co., 
BEE, DG ccccoctvceeoarscevecece 27 
Nettleton, A. E., Syracuse, N. Y........... 50 
Norridgewock Shoe Co., Norridgewock, Me.. 56 
O’Donnell Shoe Co., St. Paul, Minn........ 39 
Old Colony Shoe Co., Brockton, Mass....... 50 
Packard, M. A., Co., Brockton, Mass....... 50 
Peck Shoe Co., Worcester, Mass............ 10 


Richards & Brennan Co., Randolph, Mass.. 50 
Roth Shoe Co., Philadelphia, Pa............ 54 


Smith, J. P., Shoe Co., Inc., Chicago, Ill... 52 
Stacy-Adams Co., Brockton, Mass.......... 50 


LEATHER AND OTHER MATERIALS 


American Hide & Leather Co., Boston, Mass. 7 


Armstrong Cork & Insulation Co., Cork 
Division, Lancaster, Pa.................. 4 





IN: FRUS 





A BUYING GUIDE TO 
OUI, ADVERTISZERY 
WSU 4 oie 
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Du Pont Viscoloid Co., Arlington, N. J.... 3 


Evans, John R., & Co., Camden 


Pe Se Sa 


Firestone Footwear Co., Boston, Mass...... 


Levor, G., & Co., New York City 


New Castle Leather Co., New York City... 


Ohio Leather Co., Girard, Ohio 


Surpass Leather Co., Philadelphia, Pa.... 
Young Co., Richard, New York, 


N. Y...000 


Ziegel Eisman Co., Boston, Mass.......... 


41 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


United Last Co., Boston, Mass 


United Shoe Machinery Corp., Boston, Mass., 
6, 37, 3rd Cover 


Vulcan Corporation, Portsmouth, Ohio, 
Front Cover 


SHOE ACCESSORIES 


Shoe Lace Co., Lawrence, Mass............ 


Vamp-Eez Company, New York: City....... 


Williams Mfg. 


Co., Portsmouth, 


Ohio. .... 


SHOE STORE EQUIPMENT 


Shoe Form Co., Auburn, N. Y. 


MISCELLANEOUS 


Hotel Lexington, New York City........... 
Hotels Mayfair and Lennox, St. Louis, Mo. 63 


Kent Automatic Garages, New York City.. 55 
Kenmore Hall Hotel, New York City....... 51 
Kirsch-Blacher Co., Inc., New York City... 62 
Mandel Engraving Co., Milwaukee, Wis.... 62 
Marbridge Bidg., New York City.......... 39 
Morrison Hotel, Chicago, Ill............... 38 
National Shoe Retailers Association, Chi- 
NE Med ode lOeb gc debe ce Oie ve decescovks 29 
Roof Athletic Club, New York City........ 55 
Simon, I., Co., New York City............ 62 
Stephenson Laboratory, Boston, Mass...... 62 





Leading the Little Folks In 


[CONTINUED FROM PAGE 21] 


what is the right type of shoe for the 
boy and girl to wear with the correct 
clothing of the season. This is a 
double-barreled selling appeal and the 
window is certainly made doubly effec- 
tive by the quality of imagination that 
will interest the youthful mind. 

Many stores and juvenile shoe de- 
partments, particularly those employ- 
ing the elaborate decorative effects re- 
ferred to above, can go much farther 
in the creation of idea windows in har- 
mony with the decorative ideas used in 
the store; for example, a series of win- 
dows each based upon some incident or 
character that plays a part in the his- 
torical or story-book background of the 
store’s decorative plan. 

The important thing to remember is 
that the child of today is a thinking in- 
dividual who plays a definite and im- 
portant part in the selection and pur- 
chase of merchandise and who must 
therefore be interested and appealed 
to in every advertisement or window 
display featuring children’s shoes. 


Trench Types 


[CONTINUED FROM PAGE 26] 


cheerleader megaphone. College and 
high school initials printed on the meg- 
aphones cause them to be much wanted 
souvenirs. 

Nothing like this opportunity would 
escape “Spike” Arnold, dynamic shoe- 
man in Kansas City. 

“Spike” calls his shoe the “Trenchie,” 
and he is showing it in the display 
window and in the store cases. Besides 
the newspaper advertising that has al- 
ready been done on this new item, cir- 
culars are being distributed in the high 
schools and among the upper grades in 
the ward schools. 

These circulars, 7% x 5 inches, are 
in two colors, and reproduce the shoe 
in as nearly its natural shade as can 
be done by printing. The figure of a 
college boy is beneath the caption. Fol- 
lowing this is a description of the shoe, 
its price, and the information that 
school or frat letters may be burned on 
if desired, and that it may be worn with 
corduroys, slacks, beer suits, knickers 
and what-nots. 

Nearly all the promotion stunts used 
in the boys’ shoes are also used for the 
girls’ promotion 
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—and now you begin looking to Early Spring. Shortly, you 


will note the smart, fascinating newness in the Pedigo models for spring. You will again 


realize why consumer acceptance follows these shoes so surely. 


In addition to the excellent charm of beauty created by skilfully intelligent designing, our 
creations are rooted in the basic source and influence of authentic fashions and fashion 


trends. 


Pedigo’s comprehensive and elaborate showing of new materials, new lasts, and new pat- 
terns, for early spring is now receiving the finishing touches. You may safely anticipate 


finding more than usual interest in them. 


An opportunity to make an accurate check on the above statement will soon be presented 


by our salesmen—at the proper time for placing your orders. 


Every plank in our spring platform continues to stress quality to its utmost possibilities— 
more quality, in fact, than has ever before been put into shoes to retail at $8.50 with a 


dealer mark-up compatible with present day retailing needs. 


Pedigo -lake Shoe (‘o. 


SAINT LOUIS, MISSOURI 


Distinctively Fine Footwear for Women 


COST NO MORE THAN THEY NEED TO—TO BE THE FINE SHOES THEY ARE 
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TWO EXAMPLES OF BLACK MAGIC py 


IDEAL BABY SHOE COMPANY 


The making of small shoes tests the fine qualities of patent 
leather to the limit. Mrs. Day’s Ideal Baby Shoe Company — 
has found one patent that meets their exacting needs in the 


consistent use of .... 


COLONIAL PATENT 


This fine patent has the balance of qualities <or2 
which makes fine shoes look better . . . wear N 
better . . . and sell better. That is why par- 


> 
ticular shoemakers say Colonial Patent is. . . ATENS 


COLONIAL TANNING COMPANY 
BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 
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FLORSHEIM 
SHOE with Feeture Arch 


To Retail at All the smart appearance of regular Florsheims with the bracing 


$ Ne 5 0) support and added comfort of the built-in Feeture Arch—an ex- 
@ 


clusive comfort principle that appeals particularly to men whose 


Most Regular occupation keeps them on their feet most of the time. Write for 


Styles $8 a catalogue showing the Feeture Arch styles carried in stock. 


The Bellevue . . . Stock Style 380 


*. 


THE FrorsHeim SHOKk COMPANY +: Manufacturers + Chicago 
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A Thoroughly Modern Shoe 


SMART 
STYLISH 
LIGHTWEIGHT 
FLEXIBLE 


UCO 


(TRADE-MARE) 


SHOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS : 
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A WEAK Inner Longi- 
tudinal Arch can now 
> ; be held in a normal 
a es position with comfort to 

a a the shoe wearer. 






Banker Rare 

S056 =. Ruby Kid Blu. Ox. Arch Support 
nsole. 

S56 Same as above in high shoe. 


Scientific Arch Construction That 
Gives Perfect Foot Balance 


The Musebeck Arch Support Insole shoe after five years 
of ,testing by many of America’s leading shoe dealers, 
has proven every claim made for this shoe. 





Gappneaiten The Musebeck Arch Support Insole shoe straightens 
OP Th Ste BH Be. Se. AO SE up any foot with a weakened inner Longitudinal con- 
ee Ree ee dition. It does not rob the shoe of any inside measure- 


ment. It is not an appliance but a shoe built on spe- 
cially designed last that will hold a weak foot in a 
normal position giving uniform distribution of body 
weight over bottom of foot. This shoe does not jam 
the nerves or blood stream in the sensitive part of the 
inner arch. It is a form to hold the foot in a natural 
position relieving all foot strain. 





Place the Musebeck Arch Support Insole shoe on all 
Brouwer Research No. 100 men who have a weak inner Longitudinal arch con- 
ner a ee SG Ste. Ge. Anh Segpees dition. You will receive a happy reaction from these 
men and you will find it profitable business. 


All oxfords and shoes made with the Arch Support 
Insole are priced at $4.85 less 5% discount 20 days, 





30 days net. 
MUSEBECK SHOE COMPANY 
Orthopedic Men's Double Arch {Jear Stmight Shoes 
Danville Illinois 


8070 =. Ruby Kid Blu. Ox. Arch Support 
nsole. 
S70 Same as above in high shoe. 
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THESE SOLES’ 
TALK YOUR 

CUSTOMERS: 
WN (elt) Ye] 
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NO 
MARRED 
FLOORS! 


When writing advertisers please mention Boot and Shoe Recorder 








OTES have been cast. Ballots counted. It’s a 
landslide for Stetson dealers. Never before 
have Stetson retailers had such strong, vigorous 
lines to combat the destructive inroads made by 
poor quality, poorly styled, bargain priced 
merchandise. 


TETSON is waging its campaign on quality 

lines. It is backing up the efforts of those 
far sighted merchandisers who believe that 
QUALITY is the only safe foundation on which 
to build a lasting business. It is backing up these 
retailers with Dept. 5, the Stetson IN STOCK de- 
partment—men’s and women’s—that has a record 
of performance rather than a record of broken 
promises, 


ISIT the Stetson rally at the Hotel Commo- 

dore. Come and see the new merchandising 
opportunities which Stetson provides with smartly 
styled daytime footwear. Performance counts. 
Stetson has come through. Gear your efforts to 
Stetson standards and win the plaudits of those 
who seek honest quality and superb workmanship 
at fair prices. 
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0)" fe) BX eo} =1 2 
NEW YORK 





NATIONAL SEASONAL 
OPENING AND SHOE 
DISPLAY WEEK 


ww 


x ad 
IN STOCK 
MEN’S and WOMEN’S 
TO RETAIL AT 


*10 


AND UP 


The Stetson Shoe Company, Inc. 
SOUTH WEYMOUTH, MASS. 


» » » » 





» » » » 
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